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ederal Reserve Tells 
ave and Spend Story 


Michigan Study Reveals 
More People Spend More 
Money for More Goods 


WASHINGTON—The Federal Re- 
erve Board reported Thursday 
hat its fourth annual study of con- 
umer earnings, savings and spend- 
ng plans failed to disclose any 
ignificant slackening of total con- 
umer demand for autos, housing 
nd durable goods. 

Based on field studies conducted 
or the board by the Survey Re- 
earch Center of the University of 
lichigan, the report indicated that 
n unprecedented 24,000,000 cus- 
omers spent $40 billion for con- 
umer durables and housing in 
948. 

Federal Reserve credited this 
road market—the broadest mar- 
set for such goods in the nation’s 
istory—to widespread increases 
n earnings scored by lower in- 
‘ome groups over the past few 
fears. 


It acknowledged that the more 
rgent consumer demands for dur- 
ble goods have now been filled 
nd that experience during the 
irst half of 1949 may reflect “in- 
‘reased sensitiveness in the mar- 
sets to quality, design and price 
‘onsiderations.” 

But it added: “The present sit- 
iation would appear to highlight 
he need for more aggressive mer- 
‘handising programs on the part 
bf many manufacturers, distribu- 
ors and retailers to tap latent 
fonsumer demand.” 

Federal Reserve said it meant 
merchandising “in the broadest 
ense—producing and selling prod- 
ucts of the price, style and qual- 
ty that consumers are most able 
nd willing to buy.” Text of two 
rticles based on the study are to 
e published in the “Federal Re- 
rve Bulletin” for June. Addi- 
onal details on saving and in- 
me are promised for succeeding 
ues, 


= 


[he report emphasizes that 
lespread increases in income 
‘red during 1948 had important 
ications with regard to the 
lerlying strength of consumer 
arkets. 
.ccording to the survey, the 
centage of consumer units with 
omes under $2,000 dropped from 
6 in 1945 to 30% in 1948; the 
portion with incomes over $3,- 
) increased from 30% in 1945 
47% in 1948. 
About 26,000,000 consumer 
ending units—slightly more than 
lf the total number—had higher 
comes in 1948, with increases 
lore general in the lower income 
ups. 
‘he proportion of units who con- 
ered themselves better off or as 
) il off as a year earlier, was 
ger at the beginning of 1949 
1.\n in any of the three preceding 
rs, 
nly 8% felt further price in- 
ses were in the offing. Though 
anticipated lower prices dur- 
(Continued on Page 58) 
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Briss Orcescas Airmers Conronarion ga 


DIFFER—British Overseas Airways Corp.'s 
current Saturday Evening Post ad (left) 
stresses courtesy paid women on London 
flights, while in newspaper sports page 
ads it tells men that if they go to Ber- 
muda they’il find a surplus of women. 
Cecil & Presbrey is the agency. 


Refrigeration 


Makers Crowd 
Nargus Exhibit 


Exhibitors Stress 
Value of Magazine, 
Radio Advertising 


Cuicaco—Refrigeration manu- 
facturers went all out in pushing 
their new self-service meat refrig- 
eration units at last week’s 50th 
annual National Association of 
Retail Grocers’ convention exhibi- 
tion and there were undercurrents 
of alarm over the trend. 

Raymond J. Tierney, a Rochester, 
N. Y., grocer, apparently put his 
finger on the thoughts in many 
grocers’ minds when he told a 
Nargus session: “The day we turn 
our service cases up and don’t 
meet the customers face to face, 

(Continued on Page 57) 


Business Dip... 
to be investigated. See 
‘In Washington’, Page 
35. Other features: 


ED > ‘cesebtatinedineiseretesnememenreemmeond 12 
Advertising Market Place .............c00c000 52 
Along the Media Path ..............0c:cc0 50 
ee 38 
Coming Conventions  ..........-..ccccccesseeeerees 43 
Creative Man’s Corner ............6.cccccccceeeees 46 
Department Store Sales ............:ccce 41 
SII ciiiddieglihddescetisusithasdivsckcncntetalaneds 12 
PEE PRG SIRO sricserscccvescsccscvescecssssoise 54 
SNS SINE | dchsdienscsceencsscaticeayepeionnti 22 
Information for Advertisers .............0000 52 
MEIIIRD. CIGD: secs ccccsccsccsvtccesesernccsscoaten 54 
IEEE # ndiidiices scnisncsuiibigenesiennienssitinde 59, 61 
Photographic Review  ...........cccccccessseeeeees 49 
ESSER ee a 59 
MID sininaienhensedasiconectnevinesesesontey 12 
Teleradio Man’s Corner ................ ieocedial 62 
Voice of the Advertiser ...........ccccereee 24 


McGraw-Hill Co. 
Drops ‘Science 
Illustrated’ 


Paul Montgomery Cites 
High Costs and Failure 
to Win Advertisers 


New YorK—Because of “high 
printing costs and insufficient ad- 
vertising income,’ McGraw-Hill 
Publishing Co. announced on June 
17 that it will suspend publication 
of Science Illustrated after the 
July issue, now on newsstands and 
in the mail. 

Science Illustrated is the only 
non-business publication in Mc- 
Graw-Hill’s group of 28 publica- 
tions. 

Executives told AA that al- 
though its circulation has been ex- 
panded to more than 500,000, Sci- 
ence Illustrated has not operated 
in the black for any issue since 
McGraw-Hill started the present 
magazine in April, 1946. The name 
was acquired from Science Pub- 
lishing Co., Lancaster, Pa. 


es Even so, it was emphasized, “not 
the accumulated loss but the gray 
future” actuated McGraw-Hill in 
its decision. 

About three-fifths of the 500,000 
circulation has been subscription, 
at $3 a year, and the remainder 
newsstand, at 25¢ a copy. Subscrib- 
ers will be given their choice of 
several general magazines, Mc- 
Graw-Hill publications, or refunds 
on the remainder of their subscrip- 
tions. 

Paul Montgomery, publisher of 
Science Illustrated and Business 
Week, will still publish BW, and 
Shelton Fisher, his assistant on 
Science Illustrated and former 
promotion manager of BW, will 
continue with the company. 

Plans of John Whiting, editor; 
Dr. Gerald Wendt, editorial direc- 
tor; Proctor Mellquist, managing 

(Continued on Page 8) 
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CATALOG PAGE—Sears, Roebuck & Co.'s 
fall and winter catalog will introduce 
this private brand standard model type- 
writer called Tower, produced for Sears 
by a midwestern typewriter manufac- 
turer. It will be available immediately 
through the catalog and will be sold 
through Sears’ retail stores after Aug. 1. 


Mail Hike Plan 
Voiced by Neely 
Stirs Argument 


WASHINGTON—Sen. Matthew 
Neely (D., W. Va.) revealed 
Thursday that his subcommittee 
studying proposals for a $300,000,- 
000 boost in postage rates would 
be willing to compromise for $100,- 
000,000. 

Senator Neely told the confer- 
ence that most members of Con- 
gress are determined to do some- 
thing about the department’s $550,- 
000,000 deficit. 

He insisted it would be better 
for everyone concerned if mail 
users would help write the $100,- 
000,000 revenue measure. 

As outlined at the conference, 
the subcommittee bill would seek 
$15,000,000 from publisher’s second 
class, $35,000,000 from direct mail 

(Continued on Page 60) 


Last Minute News Flashes 


Swaney Adds 4 Accounts; Two Join Staff 


Cuicaco—Morris F. Swaney, Inc., has been appointed to handle ad- 


vertising for Advance Pattern Co., 


New York; Menner Packing Co., 


Newark, maker of Spanish rice; House of Old Molineaux, Inc., Boston 
wine distributor; and chocolate milk sold by Dean Milk Co., Chicago. 
Pat Burns, food writer and radio producer, and Merritt Barnum, for- 
mer sales promotion and advertising manager of Marshall Field’s Store 
for Men, have joined the Swaney staff here. 


Can Institute Abandons Advertising 


‘New YorK—The board of governors of the Can Manufacturers In- 
stitute on June 13 voted to discontinue the institute’s advertising pro- 
gram. Publicity, promotion and research programs will be continued 
and may be supplemented occasionally with advertising, but no plans 
for this have been made. Advertising in the current fiscal year ap- 
proximated $1,000,000. Benton & Bowles is the agency. The CMI adver- 
tising division will be known hereafter as the marketing bureau, and 
Harold H. Jaeger, formerly advertising director, assumes the title ot 
marketing director. CMI, established in 1938, is an association of man- 
ufacturers of tin cans for food and other products. 


Sales Leave NBC Little Evening Time Open 


New YorK—Time sales to Gruen Watch Co., U. S. Steel and Ameri- 
can Tobacco Co., which is in line to take over the “Chesterfield Supper 
Club” daily time strip for Lucky Strike and the Thursday night half- 
hour vacated by Sealtest for Roi-Tan cigars, leave the National Broad- 
casting Co. with five half hours of choice evening time open for fall. 

(Additional News Flashes on Page 61) 


Industrial Admen 
Put Emphasis on 
Merchandising 


Big Demonstrations, 
Showmanship Show Up 
at NIAA Conference 


BurraLo—Showmanship in in- 
dustrial merchandising is coming 
into its own, judging from the 
material presented at the annual 
conference of the National Indus- 


Other news of the NIAA con- 
ference appears on Pages 4, 30, 34, 
39, 40 and 61. 


trial Advertisers Association last 
week. 

The Norton Co., Worcester, 
Mass., put on an extremely im- 
pressive demonstration of its tech- 
nique in the introduction of a new 
abrasive, 32 Alundum, reproducing 
a panel presentation to its entire 
sales group, in which the adver- 
tising, promotion and _ publicity 
phases of the operation were ex- 
plained by nine executives of the 
company. 

The panel was headed by Wal- 
lace T. Montague, vice-president of 
the company, and was accompan- 
ied by a slide film reproduction of 
the product, the advertising and 
the media employed. The com- 
pleteness of the merchandising 
program made this an outstanding 
feature. 


a Similar methods were used in a 
panel presentation on “The Power 
of Industrial Advertising—Faith 
or Fact?” in which leading exec- 
utives explained their methods of 
demonstrating the successful im- 
pact of advertising in helping 
their companies to increase sales. 
Most of these presentations were 
accompanied by visual aids which 
added greatly to their effective- 
ness. 

One of the most significant com- 
ments in this discussion was made 
by Louis J. Ott, former advertis- 
ing manager and now general sales 
manager of the Ohio Brass Co., 
Mansfield, O., who said that it is 
not necessary to “sell” general 
management on the value of ad- 
vertising, but rather to educate 
them as to how it works and to 
relate advertising performance to 
specific sales objectives. 

Schuyler Hopper, head of the 
New York agency of that name, 
presented a case history showing 
how a company was persuaded to 
provide detailed reason-why sales 
copy to back a product which had 
never been advertised except in 
a routine way. The results showed 
che value of the plan. 

“Management,” he commented, 
“will not buy advertising in the 
abstract, any more than a factory 
worker will buy free enterprise 
in the abstract.” 


a Scott Pattison, G. M. Basford 
Co., New York, said the Automo- 
tive Industries readership study 
made by the Advertising Research 
Foundation and sponsored by As- 
(Continued on Page 57) 
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‘Buy Now.’ Hotpoint 
Urges Consumers in 
Special ‘Price’ Ad 

Cuicaco—The appliance indus- 
try is offering the greatest dollar- 
for-dollar values in its history, 
Hotpoint, Inc., assured the public 
in full-page newspaper ads last 
week in a direct attack on the con- 
fusion over today’s prices. 

The institutional copy, sched- 
uled in 108 key city newspapers, 
also was mailed to the company’s 
10,000 retail outlets throughout 
the country, along with a two- 
page letter from James J. Nance, 
president, explaining Hotpoint’s 
stand on pricing and the “quality 
first” production plan it intends 
to maintain. 

The Hotpoint executive recently 
returned from a series of distribu- 
tor meetings where he was told by 
a number of distributors and deal- 
ers that uncertainty over prices 
was the most confusing aspect of 
today’s market. The newspaper ad, 


headlined “The truth about elec- 
tric appliance prices,” and his 
dealer letter tell essentiaily the 
same story: Top-grade appliance 
manufacturers are offering ex- 
cellent dollar values for their pro- 
ducts and Hotpoint and its deal- 
ers “can feel that we are being 
perfectly fair with our customers 
in recommending that they buy 
now.” 


es The appliance business, Mr. 
Nance advised dealers, apparently 
is at dead center in the transition 
from the abnormal postwar mar- 
ket to a normal, competitive econ- 
omy. While the recent wave of 
price cuts that swept the industry 
greatly confused the marketing pic- 
ture, he said, the inventory situa- 
tion is clearing rapidly, production 
schedules are following actual 
needs more closely, and “we feel 
confident that appliance prices are 
now well adjusted to the present 
economy.” 

Consumer copy was placed by 
Hotpoint’s agency, Maxon, Inc. | 


VanSant, Dugdale Adds 
to Its Koppers Account 


VanSant, Dugdale & Co., Balti- 
more, has been appointed to handle 
advertising of American Ham- 
mered piston rings, a Koppers Co. 
product, in addition to several 
other products manufactured by 
the company for the automotive 
after-market. 

Koppers is launching a major 
program on its new K-Spun piston 
rings, including consumer publica- 
tions and business papers in the 
general automotive, fleet, original 
equipment, export and industrial 
fields. 


Olesiuk Opens Own Studio 


Stephen W. Olesiuk, for the past 
three and a half years art director 
of Erwin, Wasey & Co. of the South, 
Oklahoma City, has opened his 
own art studio and agency in that 
city, at 217 N. Harvey. 


Skil-Craft to Newby & Peron 


Skil-Craft Corp., Chicago, man- 
ufacturer of tool sets, has named 
Newby & Peron, Chicago, to handle 
its advertising. 


bes 


That’s nothing! | attract 500,000 families 
with the Des Moines Sunday Register 


And what a beautiful market! 

Those lowa families represent an urban market where retail 
sales rank above San Francisco, Cleveland, or Boston, plus 
the nation’s first farm market! Total lowa spending—five 


billion dollars a year! 


The Des Moines Sunday Register covers the State of lowa 
better than most newspapers cover a city. It completely 
dominates 83 of lowa’s 99 counties, with 50% to 100% 
family coverage .. . has at least 25% coverage in each of the 
rest. Over-all state average, seventy percent! 

That means the Des Moines Sunday Register brings you 


7 out of 10 Iowa buyers .. 


. and for a milline rate of only 


$1.70. No wonder The Des Moines Sunday Register ranks 
seventh in general advertising linage among a// Sunday 


newspapers! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [RIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


Basic Member American Newspaper Advertising Network 


Sun Glasses Ad 
Has Hard Time 


Getting in Print 


Rejected by Some, It 
Is Accepted by Others; 
Consumer List Set 


New YorkK—lIn the week preced- 
ing the Fourth of July, Safety 
Standards for Sun Glasses, Inc., 
will loose its first consumer adver- 
tising in Collier’s, Life, Look, This 
Week Magazine and in Nancy Sas- 
ser’s “Buy-Lines” on the West 
Coast and in the South. 

Few new advertisers have found 
the going so rough. 

SSSGI’s president, J. L. Arnold, 
described some of them to AA: 

1. The first business paper copy 
was refused by American Drug- 
gist, Chain Store Age (drug & 
variety edition), Department Store 
Economist, Drug Topics and Opti- 
cal Journal & Review. 

2. The copy was declined, orally, 
on the ground that the 20/20 sym- 
bol (which SSSGI had used in the 
New York Times) was “mislead- 
ing,” and the copy “too controver- 
sial.” 

3. Arnold and the agency, 
Schuyler Hopper Co., then got the 
identical copy into Central Phar- 
maceutical Journal, Midwest Drug- 
gist, Modern Sundries, New York 
State Pharmacist, Northwestern 
Druggist, Post Exchange, Rocky 
Mountain Druggist, Sales, West 
Coast Druggist and Western Sport- 
ing Goods Review. 


« 4. Then Arnold prepared to 
tackle the consumer advertising. 
He reviewed the entire case with 
Harrison W. Bullard, a Saturday 
Evening Post salesman. Bullard 
wrote on March 4 that he had 
sent the New York Times reprint 
to the copy service department of 
Curtis, and he suggested changing 
the magazine layout to show 
SSSGI’s certificate printed in large 
size at the bottom of the adver- 
tisement. 

5. Subsequently, the Post de- 
clined to take the advertisement 
on the grounds it would not have 
sufficient time to complete its in- 
vestigation and still make the July 
2 insertion date Arnold wanted. 

6. Life insisted on investigating, 
but promised Arnold that if it took 
the copy it would hold its closing 
dates open so he could make the 
desired issue. After checking with 
the National Better Business Bu- 
reau and other sources, Life ac- 
cepted the copy with minor 
changes, rewording two sentences, 
dropping bold face on one para- 
graph, and eliminating a box. 

7. Had Life failed to take the 
advertisement, Arnold planned to 
use a half-page in Collier’s and 
ten papers in the Metropolitan 
Sunday Group. If Life took the 
half-page, Collier’s would get a 
quarter-page and the newspaper 
copy would have to be abandoned 
(“we don’t have that much money 
this year’’). 


s Arnold told AA that Life found 
that only one complaint was re- 
ceived between the initial New 
York Times ad on Jan. 30, 1949, 
and a second insertion May 15. 
The one complaint came from the 
American Optometric Association. 

Meanwhile, glasses produced by 
37 manufacturers bearing the seal 
of SSSGI are being advertised by 
dealers in 120 cities. This adver- 
tising is not cooperative, and Ar- 
nold regards it pleasurably as “un- 
solicited.” 


s The sun glasses war is now bit- 
ter. American Optical Co. snapped 
in a recent trade advertisement: 
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“Ordinary sun glass lenses—som :- 
times called ‘ground and polishe }’ 
—actually are shaped by mere y 
heating plate glass until it sa; ; 
These ‘thermally curved’ lens °s 
have non-uniform surfaces wh’ } 
may tire or strain the eyes.” 

Arnold is retaliating by keep: ig 
close track of sun glass advertis ig 
claims, and worrying retailers w th 
their inaccuracy. He bought fr m 
Macy’s some glasses made by 4 
Newark manufacturer that hac 4 
package certificate saying the 
glasses met certain U.S. sta: d- 
ards, sent them off to American 
Standards Testing Bureau, wh ch 
found the lenses failed to meet ‘he 
standards, and then sent the report 
to R. H. Macy & Co. The giant re- 
tailer promised action. 

The Better Vision Institute, Ar- 
nold says, had no interest in him 
or his operation for improving con- 
ditions in the sun glass field. So 
far SSSGI has the seal of Parents’ 
Institute, and—finally—has some 
advertising running. 


Peter Paul Returns 
to Newspapers 


New YorK—The first newspa- 
per advertising to be used in sev- 
eral years by Peter Paul, Inc.| 
Naugatuck, Conn., maker o 
Mounds and Almond Joy candy 
bars, is now being released in tes 
markets in the United States by 
Brisacher, Wheeler & Staff here. 

Thousand line, four-color ad 
vertisements are now appearin 
to feature a set of nine flowe 
prints for framing in exchange fo. 
25¢ and three candy bar wrappers 

Upon completion of the testin 
period within the next few weeks 
it is expected that a newspape 
campaign will be scheduled, this 
dependent upon the result of th 
tests. For the past few years 
Peter Paul has confined most o 
its advertising to radio. 


WNOC Sold to New Group 

Norwich Broadcasting Co., Nor 
wich, Conn., headed by H. Ros: 
Perkins, has sold Station WNO 
to the Eastern Connecticut Broad 
casting Co. for a reported price 0 
$61,000. Principal officers of thé 
new company include John Deme 
general manager of the station 
Clifford C. Oat and Harrison C 
Noyes. 
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The Wall Street Journal’s ABC average circulation 
for six months ended March 31, 1949 was 140,724. 
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Pictured here is the national distribution of The Wall Street 
Journal. This 140,724 circulation conforms almost exactly 
to the pattern of industrial employment — state-by-state. 


Wall Street Journal subscribers have all kinds of responsibili- 
ties .. . 29,373 are presidents... another 24,060 are owners and 
partners... 12,278 are vice presidents, 16,869 are general man- 
agers, department managers, supervisors and assistants. 


They are engaged in all kinds of business - . . 84,097 are in 
industry and commerce. 


They are a tremendous market for an almost infinite variety 
of products and services. 


Although The Wall Street Journal publishes three editions . . . 
printed in New York, Dallas and San Francisco . . . it is one 
national publication. Its three printings are basically identical 
each day in news content. 


| 


By means of these three printings, The Wall Street Journal 
reaches better than 82% of its completely national circulation 
on date of issue. This is achieved by the fastest known publica- 
tion delivery schedules, including air shipment to nine key 
regional cities prior to mailing. 


Published at 
44 Broad Street, New York 4 * 911 Young Street, Dallas 2 
415 Bush Street, San Francisco 8 


Think what this means to the business man . .. who needs timely, reliable, 
complete information on which to base his decisions. Think of the oppor- 
tunity this offers the advertiser seeking today’s active business market. 


EASTERN 
EDITION 


PACIFIC COAST 
EDITION 


T=] SOUTHWEST 
J EDITION 


PUBLISHING 
CENTERS 


'f you advertise to business, THE WALL STREET JOURNAL should head YOUR list. 
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ABC Realigns Staff: 
Five Get New Titles 


Streamlining its organization, 
American Broadcasting Co., New 
York, last week gave new titles 
to five of its executives. Theodore 
I. Oberfelder, director of adver- 
tising and promotion, added re- 
search to his title. Edward F. 
Evans, ABC’s director of research, 
left the network during American's 
recent economy wave. 

Earl H. Mullin, formerly pub- 
licity manager, has been appointed 
national publicity director for the 
network. Michael DeGroot, assist- 
ant director of advertising and pro- 
motion, has been promoted to 
manager of the advertising and 
promotion department. Benjamin 
Gedalecia, formerly associate re- 
search director, has been named 


manager of the research depart- 
ment and works under Mr. Ober- 
felder. Grace Johnsen, previously 
manager of the continuity accept- 
ance department, has been named 
ABC director of continuity accept- 
ance. 


B&B Names Warren V.P. 


Harry Warren, formerly with 
Ralph H. Jones Co., New York, 
has joined Benton & Bowles, New 
York, as vice-president to supervise 
the Crosley division of Avco Mfg. 
Co. Neal Nyland, who formerly did 
this work, will be coordinator of 
all creative and service activities. 
B. B. Ranson succeeds Mr. Warren 
as account executive at the Jones 
agency. 


THE LEADER INA 


600,000,000. MARKET 
White Today for Survey af This Leading Sports Marat 


—. MoToR BoatinG 


572 MADISON AVENUE - 


NEW YORK 22. N Y 


McGraw-Hill Award 
Given to Chicago 
Chapter of NIAA 


BurraLo—The Chicago Indus- 
trial Advertisers Association won 
the McGraw-Hill award of $1,000 
for chapter achievement in the 


NIAA Conference 


National Industrial Advertisers 
Association. The award was pre- 
sented by William K. Beard Jr., 
vice-president of McGraw-Hill 
Publishing Co., and was accepted 
on behalf of the Chicago group by 
R. B. Putman, American Lumber 
& Treating Co., who is president of 
the chapter. 

Mr. Putman gave full credit for 
the winning entry to R. G. Roberts, 
Edward Valves, Inc., East Chicago, 
Ind., who prepared a complete 
manual of chapter administration, 
covering every phase of successful 
operation of an industrial advertis- 
ing association. The first McGraw- 


Hill award was made last year, 
and went to the Rochester chapter 
for its major project in writing a 
book on advertising. 

Other important awards were 
presented by the St. Louis chapter, 
represented by K. J. Bayer, Oak- 
leigh French, Inc., president of the 
chapter, to the publications which 
have made the best presentations 
according to the standard NIAA 
outline. The first award went to 
Mill & Factory; second to Textile 
World, and third to Industry & 
Power. 

New York won the attendance 
award presented by the Pittsburgh 
chapter, based on total member- 
ship, number of members present 
and mileage traveled. 


Parents’ Announces 
New Teen Group 


Parents’ Institute, New York, 
last week announced the forma- 
tion of the Teen Group, composed 
of Calling All Girls and Varsity. 

Circulation guarantee is 1,000,- 
000 for the group, which has a 
black-and-white page rate of $2,- 
250. 
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Video Set Makers 
Face Hard Selling, 


Sylvania Finds 


New York—Asserting that th 
television industry faces a strer - 
uous competitive period, Fran « 
Mansfield, sales research directir 
of Sylvania Electric Products, la +t 
week revealed that five compani ‘s 
have accounted for most of the Ty 
receiver sales to date. 

In his analysis of a study mace 
in February and March in 13 citivs 
—one of Sylvania’s continuing 
series on video ownership—Mr. 
Mansfield reported: 

“Television supply pipe lines at 
the end of February were reason- 
ably well filled, consisting of about 
two months’ inventory...In the 
future the industry will probably 
have to reconcile itself to making 
each month about what the consu- 
mer buys, or be prepared to main- 
tain inventories above a two 
months’ stock.” 


s Five of the 50 brands picked up 
in the survey had sold 70% of the 
present sets installed; ten others 
accounted for 28%, leaving 2% of 
the market for all other brands. 

One of the principal findings of 
the study: Well-to-do families en- 
tered the market early and have 
continued to buy sets at a steadily 
growing rate, but the market im- 
pact of families earning less than 
$5,000, who started buying sets at 
a relatively low rate, is growing 
faster. 

Ownership increase from Decem- 
ber, 1948, to February, 1949: Fami- 
lies in the less than $2,000 income 
bracket, 50%; families up to $5,000, 
33%; families over $5,000, 30%. 

Another trend reported by the 
researcher is the movement away 
from high-priced sets. During Jan- 
uary and February, almost half 
of all the receivers sold were 
priced at not more than $335. Since 
January, 12% of the receivers pur- 
chased cost more than $515; in the 
last quarter of 1948, this price cat- 
egory represented more than 16% 
of the total market. 


a Mr. Mansfield, who said there 
are far too many radio-phono com- 
binations and too few table models 
in the supply pipe lines, suggested 
manufacturers could do a better 
job of coordinating their produc- 
tion schedules with consumer de- 
mand. 

Other noteworthy findings: 

Sixty-one per cent of approxi- 
mately 900 owners questioned by 
Sylvania found “absolutely noth- 
ing about their set which was sub- 


ject to criticism.” 

Ten-inch (and smaller) scree! 
sizes are the most popular; the !0’ 
tube was in two out of three set 
covered. 

Indoor antennae were used 0! 
16% of the sets. 

In newer television areas 
smaller screen sizes (7” an 
smaller) have a much higher in 
cidence than in “older” TV are®s. 


Ad Group of Librarians 
Elects O'Leary Chairman 


Martha H. O’Leary, librarian »' 
Benton & Bowles, was elec 
chairman of the advertising gr‘ “') 
of the Special Libraries Assoc 4 
tion at a business meeting hel 4 
the Hotel Biltmore, Los Ange ¢s 
as part of the 40th annual ‘/ 
convention. Other officers «re 
Vice-chairman, Grieg Aspnes ° 
Brown & Bigelow, St. Paul; se re 
tary, Nathalie D. Frank, Gee! 
Newell & Ganger, New York, 14 
treasurer, Elizabeth Boutinon, 1c 
Kinsey & Co., New York. 

Don Belding, chairman of th 
executive committee, Foote, C.” 
& Belding; Paul Mowrey, v 
president and television directo: ° 
American Broadcasting Co., 4” 
William Barber, formerly in t 
advertising and library dep!" 


ments of Safeway Stores, s} 0K 
at the meeting. 
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MEMBERS OF POINT OF PURCHASE ADVERTISING INSTITUTE, INC. 


For THAYER ...PALMER created this de 
luxe floor stand which took the Thayer baby 
carriage out of the “miscellaneous” cate- 
gory in department stores and made it an 
outstanding display item that received pre- 
ferred floor space. Display is flexible in 
copy treatment and can be used to promote 
other Thayer products. 


For WESTINGHOUSE ... PALMER know-how was 
put to work designing a superior display piece to 
step up the sale of traffic appliances. The Palmer 
de luxe gold foil pedestal display was approved 
and applauded by Westinghouse. In a display of 
this type, great attention value is derived in a rela- 
tively small space. 


with 


For GENERAL ELECTRIC... 
construction knowledge went to work to produce 
a disploy that holds two heavy motors. The result— 
G. E. motors were transferred from warehouse to 
dealers’ counters to produce a steady stream of 
sales. Cardboard displays can be designed to hold 
weights well in excess of 100 pounds. 


chased. We have created leading lithographic adver- 
tising campaigns for 29 years. We know “how.” 


For WEAREVER .. . PALMER cre- 
ated this four-sided display to promote 
the sale of Wearever coffee makers. 
Dealers nationwide are using it not 
only on their counters and in windows 
but as an island display as well. This 
attractive unit helps to set Wearever 
coffee makers apart from the mass of 
small appliance products on the mar- 


For DECCA... PALMER put old 
Nick to work as a super-salesman, 
holding up three actual Decca Xmas 
albums. Dealers acclaimed display 
and gave it top billing in their best 
display space. It made music in 
dealers’ cash registers. 


Were's TOP QuAL/TY 
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YALE 


ZIPLOCK-Grealer Securily 


PALMER built 


For YALE & TOWNE... 
this tiny Yale Ziplock 2-piece display— 
only 10 inches high—one of which was 
sent to dealers in each carton containing 
six Ziplocks. Dealers attached actual 
product to display... and then attached 


themselves to a substantial sales increase. 


TWO-WAY TALKIE 
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For DICTAGRAPH ... PALMER took 
the Two-way Talkie from an inconspicu- 
ous place on the shelf and put it on an 
attention-arresting counter stand con- 
taining the copy: “Try it yourself—just 
press the button and talk.” The prod- 
uct came to life and acted as its own 
salesman. Combined with the display, 
it told the whole story including its price 


PALMER makes it easy to 
BUY DISPLAYS by MAIL 


Tell us your problem ... then let Palmer show you how your actual 
product can be built into a hard-selling display that dealers will readily 
put in their premium display space — both windows and counters. 
Construction dummies will be furnished without obligation, if you're 
really in the market for displays that are reasonable in cost, high in 
sales value. So, shop by mail, send coupon today. 
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For BOSTITCH... PALMER created an 


ingenious cardboard construction display 
and made a star seller of a staple item 
A Bostitch demonstrator, loaded with 
staples, was made a part of the display. 
The sales story is so complete that sta- 
plers and packages of staples virtually 
sold themselves as an impulse item. 


For BULOVA... PALMER designed and 
produced this striking cardboard display 
that sets off to advantage three beauti- 
fully boxed Bulova watches. In addition, 
dimension hand holds stage money and 
punches up the ‘‘trade-in’’ sales message 
while effecting o perfect tie-up with 
Bulova’s national publication campaign 
based on a trade-in allowance. 


SEND COUPON FOR SPECIAL OFFER 


PALMER ASSOCIATES 
51 East 42nd Street 
New York 17, N. Y. 


AA 6 


We are interested in your special offer and your kind of service. We 
are attaching full information about our product and problem. 
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NAME TITLE 
COMPANY 

STREET. 

CITY ZONE STATE 
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ALMER Dispiars} 


Palmer builds “sell” right around your product... by 
putting it in a cleverly constructed cardboard display 
where it will be seen, inspected, explained and pur- 
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A few days ago at the N I A A Conference in Buffalo DOMES- 
TIC ENGINEERING PUBLICATIONS received four more 
awards for outstanding editorial performance. 

In itself this represents a noteworthy record of accomplish- 
ment that has been shared by few publishers since the incep- 
tion of these editorial competitions more than ten years ago. 
When added to those similar honors that have come to this 
organization during the past decade, an outstanding picture 
of editorial achievement is presented. 

‘The consistency with which these coveted awards have 
come to DOMESTIC ENGINEERING PUBLICATIONS has 
been the direct result, we believe, of the earnest and tireless 
efforts of an organization well tuned to both the immediate 
needs and long range objectives of the industries which they 
serve. 
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That’s why these awards are so significant to manufacturers 
of products which have an application to the Institutional and 
Domestic Engineering fields. These high honors afford strik- 
ing and continuing evidence of the type of editorial content 
which has maintained the readership of DOMESTIC ENGI- 
NEERING PUBLICATIONS on a consistently high-interest 
basis through the years. It is in company with this kind of 
editorial content that the manufacturer's advertising story is 
read with most conviction. 

For complete details regarding INSTITUTIONS Magazine 
and DOMESTIC ENGINEERING, or the fields which they 
serve, consult your Advertising Agency or write DOMESTIC 
ENGINEERING PUBLICATIONS, 1801 Prairie Avenue, 
Chicago 16. 


HERE'S THE 
Record 


As represented by the plaques shown 
above and on the opposite page, DOMES- 
TIC ENGINEERING PUBLICATIONS 
have received Awards for Editorial Ex- 
cellence thirteen times from 1939 to 1949, 
including three times in the last previous 
contest and four times in 1949. 


In the latest competition INSTITU 
TIONS Magazine was the only publica 
tion which received two first Awar«s 
DOMESTIC ENGINEERING won on¢ 
first award and one second award. 10 
gether these 1949 awards constitute : 
record for DOMESTIC ENGINEERIN( 
PUBLICATIONS. 
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U.S. Rubber Will 
Market Textiles 


in Fashion Field 


New YorK—United States Rub- 
ber Co. has entered the fashion 
textile field with Rubiyarn ging- 
ham, first of several fabrics which 
it will market under the brand 
name of U. S. Royal. 

The company’s textile division 
is experimenting with and also 
producing a number of yarns and 
fabrics for fashion and industry, 
but is not yet ready to go into mass 
production, Alvin F. Buchanan, ad- 
vertising manager of the textile 
division, told ADVERTISING AGE. 

Women’s and children’s dresses 
made of Rubiyarn will be adver- 
tised in the August Mademoiselle, 
September issues of Good House- 
keeping, Harper’s Bazaar, Parents’ 
Magazine and Vogue. Fletcher D. 
Richards, Inc., is the agency. 

There is no rubber in Rubiyarn 
and it doesn’t stretch. Mr. Bu- 
chanan described it as “a new and 


different gingham, vat-dyed, mer- 
cerized, Sanforized and Rigmel 
finished.” Shrinkage, he said, is 
not more than 1%. 

In explaining U. S. Rubber’s en- 
try into the fashion textile busi- 
ness, Mr. Buchanan said that the 
company has operated textile mills 
since 1917. Its plant capacity was 
tremendously increased during the 
war when it manufactured various 
products for the government. New 
products have been developed to 
take care of plant capacity. 


Starts New Record Line 


Columbia Records, Inc., New 
York, has started production on a 
new record label, Harmony, which 
will sell for 45¢, plus tax. Wright 
Record Corp., Meriden, Conn., 
will be exclusive distributor for 
Harmony. 


Birk Bros. Names Rote 


Frank Allen Rote, formerly in 
the national sales department of 
High-Rock Co., Baltimore, has been 
named sales manager of Birk Bros. 
Brewing Co., Chicago, brewer of 
Trophy beer. B 


Hooper Reports TV 
Sets-in-Use Rising 


New YorkK—Sets-in-use in both 
“old” and “new” television homes 
continues to grow with a wider 
variety of programs available, and 
average number of lookers-per-set 
continues to be nearly as large 
in the old as in the new television 
homes, C. E. Hooper, Inc., con- 
cludes from a comparison of find- 
ings from a study made last month 
with a similar study which it 
made last September. 

Last September, Hooper found 
61% of sets in use during evening 
hours in new set homes and 58% 
in use in old set homes. In the 
current study, average sets in 
use rose to 66% in the old and 
72% in the new TV set homes. 
Average number of lookers in the 
new set homes in this study was 
4.7, as against 3.8 in the old homes. 
The former figure, Hooper says, 
“shows a_ significant increase,” 
while the latter “shows no signi- 
ficant decrease.” 


Hooper is not prepared to say 
how much the month or the “wider 
selection of programs” may be re- 
sponsible. 


Mutual Names Fineshriber 
V. P. in Charge of Programs 


William H. Fineshriber Jr., di- 
rector of operations, Columbia 
Broadcasting System, has been ap- 
pointed vice-president in charge 
of programs for the Mutual Broad- 
casting System, New York. Mr. 
Fineshriber, who previously was 
general manager of CBS program 
department for two years, will as- 
sume his new duties on July 15. 
Mutual’s program vice-presidency 
has been open for several months 
since the resignation of Phillips 
Carlin. 

Gilson Gray, director of editing 
at Columbia since 1935, has been 
named CBS director of operations. 


Joins Fishery Products 


Albert R. Fisher, formerly with 
Agricultural Advertising Agency, 
Cleveland, has been appointed ad- 
vertising and sales promotion man- 
ager of Blue Water frozen seafoods, 


Fishery Products, Inc., Cleveland. 


ount em 
two pairs 
of twins 


The first pair’s eating breakfast. 


The second pair is breakfast — Kellogg's 
Corn-Soya Shreds, the Twin-Treat cereal. 
There’s corn for flavor and food energy, and Soya 
for valuable protein. But twins — 

and kids of all ages up to 99 — eat Corn-Soya 
mostly because it tastes wonderful. 


Kellogg Company spent 20 years perfecting 

the blend. Now advertising helps our 

client introduce Corn-Soya to countless families 
who find that a good, fortifying breakfast 


can also be fun to eat. 


N. W. Ayer & Son, Inc. 


Philadelphia * New York * Chicago * Detroit 


San Francisco * Hollywood * Bost 


Advertising Age, June 20, 19:9 


McGraw-Hill Co. 
Drops ‘Science 
Illustrated’ 


(Continued from Page 1) 
editor and Donald S. Roberts: n, 
sales manager of Science Illi ;- 
trated, and others have not be :y 
announced. The magazine e )- 
ployed about 50 people. 


e At a staff conference on June 
16, announcing the suspension, \r 
Montgomery said that every en- 
ploye who wanted to stay with 
the company was invited to make 
application to do so, and that every 
effort would be made to find posts 
for them. 

In a letter to advertisers, mailed 
June 17, Mr. Montgomery ex- 
pressed the company’s “very real 
regret” in discontinuing the maga- 
zine. 

He cited its “fine editorial pro- 
gram. We have spared no effort 
in getting the best of subject mat- 
ter and superb pictures. We have 
pioneered ...in developing a mag- 
azine which would make the whole 
range of the sciences comprehen- 
sible to educated laymen.” 

But steadily rising printing and 
paper costs make “the success of 
any new publishing project—par- 
ticularly one involving substantial 
circulation—increasingly difficult 
to achieve.” 


a Mr. Montgomery said that the 
magazine had hoped to develop 
advertising income from “corpora- 
tions whose company reputations 
and products are based on scien- 
tific research and on the applica- 
tion of scientific developments to 
human needs.” 

It has carried “a number of out- 
standing advertising campaigns 
from such companies, but too few 
to make Science Illustrated a suc- 
cessful publication ... Although we 
can give a clear picture of our 
audience, it has been difficult for 
advertisers to define that audience 
in terms of a market for specific 
products... 

“Unfortunately, not all publica- 
tions which are genuinely inter- 
esting to specific kinds of readers 
can be made financially attractive 
to specific kinds of advertisers.” 

Mr. Montgomery told AA that 
in the first six issues of this year 
Science Illustrated carried a total 
of 129% pages of advertising, or 
an average of 21% an issue. !ts 
larger advertisers have included 
American Cyanamid, Chrysier 
Corp., Union Carbide & Carbon 
and its National Carbon Division, 
Radio Corp. of America and R. J. 
Reynolds Tobacco. One-time black 
and-white page rate was $1,600 

McGraw-Hill executives wo'l 
not estimate the company’s tla 
losses in this magazine. 


Horter Has Evans Account 
“The name of the agency 
Evans Case Co., North Attleboro 
Mass., was inadvertently misstaic 
in the June 13 issue of ADVERTISI’' 
AcE. It should have been Do! 
Horter & Co., Boston, and not ! 
B. Humphrey Co. 


THERE'S NO FINE 
ARTIST'S BRU 
, ANYWHERE ! 


CRAFIINT 


> SERIES "A’’ GENUINE RED S/ BLE 
WATER COLOR BRUSHES 


are scientifically made of 
the finest imported red s 
hairs . . . Fits the hand °¢" 
fectly—Forms a perfect ne 
point. Available in ten s *¢5 


At your dealer or write dir'<'. 


THE CRAFTINT MFG. ©: 
1615 Collamer Ave., Cleve °: 
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Right now, with sales just a little 

tougher to make, is a good time 

to re-examine your magazine advertising 
schedules. And a fine time to 

find out what The New York Times Magazine 
and its 1,150,000 circulation all over 

the country can do for you. 

Just call LAckawanna 4-1000 ... or 

The New York Times office in Chicago, Boston, 
Detroit, Los Angeles, San Francisco, 

London, or Paris. 
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2 Name Beaumont & Hohman 


H. R. Basford Co., San Fran- 
cisco, radio and appliance distribu- 
tor, and Golden Gate Scenic 
Steamship Lines, San Francisco, 
have named the San Francisco of- 
fice of Beaumont & Hohman to 
direct their advertising. 


Promotes New Spanish Rice 


H. C. Brill Co., Newark, manu- 
facturer of food products, is in- 
troducing a new product, Brill’s 
Spanish rice, in newspapers. Tracy, 
Kent & Co., New York, is the agen- 
cy. 


Mapleine Campaign 
Opens in Magazines 


SEATTLE—Crescent Mfg. Co. has 
begun advertising its Mapleine 
flavoring in magazines. Single- 
column, black-and-white copy will 
be carried in a rotating schedule 
for the remainder of i949. 

Copy promotes the economy of 
making syrup at home with Maple- 
ine. It reads: “9¢ a pint for de- 
licious syrup. Make it yourself 
with Mapleine. Flavor desserts, 


_ELECTROTYPE co. 


CHICAGO, ILLINOIS ee DAY ond NIGHT MAT SERVICE @ 


too.” 

Mapleine has been nationally 
advertised for 43 years and is dis- 
tributed throughout the U. S. The 
new promotion program is pro- 
moted to the trade in Chain Store 
Age, Food Topics and Progressive 
Grocer. 

Consumer magazines used are 
The American Weekly, Better 
Homes & Gardens, Family Circle, 
Ladies’ Home Journal, Life, The 
Saturday Evening Post, True Story, 
Western Family, Woman’s Day and 
Woman’s Home Companion, 

Honig-Cooper Co. handles the 
account. 


Lettuce Leai Oil Drive Set 


Clinton Industries has begun a 
campaign for Lettuce Leaf Oil in 
New York, New Jersey and New 
England, which will be extended 
as distribution is established. The 
campaign includes 500-line ad- 
vertisements in newspapers, the 
Housewives Protective League ra- 
dio show in New York and the 
Marjorie Mills radio program in 


New England. Monthly copy will 


run in the metropolitan and New 
England editions of Woman’s Day. 
Maxon, Inc., is the agency. 


Maps Calvert Collins Drive 


Calvert Distillers Corp., New 
York, will run a 13th annual Cal- 
vert Collins campaign this summer. 
Included will be color spreads in 
Collier’s and Life next month, car 
cards in 60 cities and point-of-sale 
advertising on the theme, “Switch 
to Coolness...Switch to a Cool 
Calvert Collins.” Lennen & Mitch- 
ell is the agency. 


Lois Albach Is with Y&R 


In the June 6 issue of ApvErR- 
TISING AGE, Lois Albach, who was 
recently elected corresponding sec- 
retary of the Junior Women’s Ad- 
vertising Club of Chicago, erro- 
neously was reported as being con- 
nected with J. Walter Thompson 
Co. She is with Young & Rubicam. 


Wright's Names Kan V. P. 


Louis S. Kan, sales and mer- 
chandising manager of Wright’s 
Underwear Corp., New York, has 
been elected vice-president. 


ave! gaa 


“LEADING ‘CHOICE OF ‘AMERICA’S 


BUSINESS LEADERS | eo 


se finest ‘cast coated ere you can use. Its glistening surface gives flawless repro- 
duction, is superbly receptive to ink, is adaptable to literally hundreds of uses. 

Yes, Kromekote’s the choice of America’s business leaders. It's the culmination 
of over half a century of papermaking skill. Ask your Champion merchant to show 
you actual samples. The Champion Paper and Fibre Company, Hamilton, Ohio. 
MILLS AT HAMILTON, OHIO; CANTON, ‘NORTH CAROLINA, AND HOUSTON, TEXAS 7 


DISTRICT SALES OFFICES: NEW YORK e CHICAGO e PHILADELPHIA e DETROIT 
ST. LOUIS e CINCINNATI e ATLANTA e DALLAS e SAN FRANCISCO © 


SATIN REFOLD ENAMEL 


Meets every requirement for 
quality publication and adver- 
tising printing—thanks te top- 
grade enamel coating, folding 
strength and its receptivity to ink. 


_ WHATEVER YOUR 


SN hs 


WEDGWOOD OFFSET 
Superior in color, finish, and 


printability, this paper is un- 
excelled for fine lithography. It is 
available in a wide variety of 


weights, sizes and special finishes. 


=| die ta 


PAPER brececeuam 


peat May 


*Kromekote is the registered trademark for Champion's cast coated paper. 


THERE’S A CHAMPION PAPER FOR EVERY PRINTING NEED 


ARIEL COVER 
Particularly effective for catalog 
covers, cards and displays. 


Available in white and eight 
colors, and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 


Champion's specialties include 
coffee bag, drawing papers, gift 
wrap, end leaf, food container 
stock, red patch stock, stencil 
beard and pattern board. 


Advertising Age, June 20, 1949 


‘Best National 


Ads’ Reproduced 
for Creative Men 


Cuicaco—“Best National Adve. - 
tising of the Year,” containi: » 
full-color, full-size reproductio .s 
from original plates of notewort! y 
advertisements of this year ad 
last, has been published by Milli ie 
Publishing Co., 619 N. Michig » 
Ave., Chicago 11. 

The volume, devoted primari\y 
to magazine advertising, attem, ts 
to cull noteworthy advertising on 
the basis of readership ratings, 
critical appraisal of a group of 
experts, and checks with sales 
management of the companies in- 
volved to be sure the ads were 
considered satisfactory by the ad- 
vertisers. 

Designed primarily to serve as 
inspiration for creative men on 
both copy and art sides, “Best Na- 
tional Advertising of the Year” is 
an extraordinarily handsome vol- 
ume, with excellent reproduction, 
maroon cloth binding boxed in 
black. All ads are reproduced in 
full color on 80 lb. enamel stock. 

The bulk of the volume consists 
of the ads themselves. Added fea- 
tures are a list of “other best ad- 
vertisements of the year, not il- 
lustrated for unavoidable technical 
reasons,” and a “who’s who in ad- 
vertising,” listing the people and 
organizations that created the ma- 
terial shown. 

A similar volume is planned an- 
nually. The book sells for $15. 


Goodrich Promotes Two 


Robert L. Baker, assistant man- 
ager of passenger car tire sales, has 
been appointed manager of sales 
planning of the replacement tire 
sales division of B. F. Goodrich 
Co., Akron. Charles H. Caldwell, 
advertising and sales promotion 
manager of shoe products and 
sundries, has been named to suc- 
ceed Mr. Baker. 


WOXF Begins Operations 


Station WOXF, Oxford, N. C., 
has begun broadcasting. It is 
owned by the Oxford Broadcast- 
ing Corp. James Childress is man- 
ager and D. K. Walker is com- 
mercial manager. 


Pearson Appointed A. M. * 

R. W. Pearson, formerly with] im 
the Daily Star, Windsor, Ont., has}| 
been appointed advertising man- 
ager of the Sudbury Daily Star. 
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THIS MUST STOP— was the verdict of aroused Public Housing Conference in Washington. 
women readers of recent COMPANION In addition, the article was featured on local 
article “Dogs And Children Not Wanted.” radio shows and in the editorial pages of 
The feature which exposed landlord dis- newspapers the country over! 

crimination against families with children When it comes to getting reader action the 
drew requests for thousands of reprints— COMPANION is outstanding in the women’s 
was dramatized on a coast-to-coast radio service field. Below are more reasons why 
show—drew the applause of a nationally it’s smart to keep your eye on the 
known radio commentator and the National COMPANION! 


MORE LINAGE — Lloyd Hall reports for the first 4 months "MORE PULL — sALES OF COMPANION leaflets and book- 
of 1949 show the COMPANION is first among the 680 line lets totalled over 24,000 copies in March, 1949. The sale of 
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~~ July 1948) show that more COMPANION families have 


ildren than the readers of any other women’s service women’s service magazines in editorial linage devoted to these special “helps” to COMPANION readers has been | 
magazine. And the COMPANION has more readers in the 26 Food, Home Furnishing and Beauty. The COMPANION steadily mounting. This is just one more proof that the 
to 35 age group than any of the others. has more of what it takes to interest women! COMPANION knows women and their concerns. 
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More homes for families with children 
»-- because women acted! 


THIS MUST STOP— was the verdict of aroused Public Housing Conference in Washington. 
women readers of recent COMPANION In addition, the article was featured on local 
article “Dogs And Children Not Wanted.” radio shows and in the editorial pages of 
The feature which exposed landlord dis- newspapers the country over! 

crimination against families with children When it comes to getting reader action the 
drew requests for thousands of reprints— COMPANION is outstanding in the women’s 
was dramatized on a coast-to-coast radio service field. Below are more reasons why 
show—drew the applause of a nationally it’s smart to keep your eye on the 
known radio commentator and the National COMPANION! 
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MORE LINAGE — Lloyd Hall reports for the first 4 months MORE PULL — SALES OF COMPANION leaflets and book- 
of 1949 show the COMPANION is first among the 680 line lets totalled over 24,000 copies in March, 1949. The sale of 


‘ 


-~July 1948) show that more COMPANION families have 


| uildren than the readers of any other women’s service women’s service magazines in editorial linage devoted to these special “‘helps’”’ to COMPANION readers has been 
magazine. And the COMPANION has more readers in the 26 Food, Home Furnishing and Beauty. The COMPANION steadily mounting. This is just one more proof that the 
to 35 age group than any of the others. has more of what it takes to interest women! COMPANION knows women and their concerns. 


4: WOMAN’S HOME COMPANION 


(a Average Circulation More Than 4,000,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Are Admen Selling Advertising Short? 


The current discussions, in every 
corner of the advertising business, 
about the short-sightedness of 
management which is cutting, or 
threatening to cut, promotion bud- 
gets just as the need fof selling 
becomes acute, raise an interesting 
question. 

How much of this cut-it-out atti- 
tude toward advertising on the part 
of business management is adver- 
tising’s own fault? How much of 
of it is due to advertising men and 
advertising media who have con- 
sciously or unconsciously sold ad- 
vertising short? How much is due 
to advertising people who them- 
selves have not been fully con- 
vinced of the function of adver- 
tising in American society? 

We suspect that a substantial 
amount of blame rests on the 
shoulders of those within adver- 
tising who haven’t had the clear- 
sightedness and the simple guts 
to recognize advertising for what 
it is, and to pour the gospel into 
every willing—and unwilling—ear. 

The trouble seems to be that we 
have let ourselves get caught with 
our fundamentals down. If we 
can only remember—and believe— 
that advertising is mass salesman- 
ship, our problem becomes ridi- 
culously simple. Like this: 

This is a buyer’s market. In a 
buyer’s market, salesmanship is 
the only thing that counts very 
much. Advertising is mass sales- 
manship. Ergo, is this a time to 
cut advertising? 

There is no need to answer the 
question. The answer follows auto- 


matically. And the only reason 
some us are getting wrong an- 
swers to this question now is that 
too many people—including too 
many of those who control adver- 
tising appropriations—don’t actu- 
ally believe that advertising is 
mass salesmanship. Some of them 
believe it is a peculiar kind of 
business luxury, a pleasant but 
unimportant frosting on the cake. 
And the tragedy of it is that too 
many of us in advertising have 
contributed to that belief. Just 
as an example, how much real 
good do you suppose was done for 
advertising during the war years, 
when a lot of it was sold on a 
“bargain basement” appeal: “You 
might as well use it; the govern. 
ment will pay for it anyhow.” 

Certainly, this is a time to buy 
advertising carefully, to re-exam- 
ine your commitments, to be as 
sure as you can that your adver- 
tising is really doing a job, at the 
lowest possible cost. This is also 
the time to make sure that every 
sales device you use is working, 
rather than loafing, including your 
personal salesmen. 

But there is a difference as big 
as the moon between making your 
sales machine work better and 
putting it in dead storage, or al- 
lowing it to make sales calls only 
half as many times, or a quarter 
as many times, as it should. There 
is the same difference between 
working to make your advertis- 
ing more effective, and making it 
less effective by wantonly chop- 
ping appropriations. 


Bugaboos About Trademarks 


The most sensible conversation 
about trademarks which we have 
heard was uttered at the ANA 
regional meeting in Chicago by 
Casper W. Ooms, former U. S. 
Commissioner of Patents, and now 
a practicing attorney. The care 
and feeding of trademarks is basi- 
cally so simple that Mr. Ooms was 
able to sum it all up like this: 

“First, be sure you have a trade- 
mark; second, use the trademark 
as a trademark; third, relax.” 

Having acquired a mark which 
fits the necessary requirements for 
a trademark, Mr. Ooms said, all 
you have to do is to make sure 
you use it as a trademark, and not 
as a generic term. Then you can 
stop worrying. 

Having been more than once 


annoyed by asterisks, registration 
symbols and other devices in head- 
lines and text which call our at- 
tention to the fact that one or 
more words are registered trade- 
marks (and thereby prevent us 
from absorbing the sense of the 
advertising message) we were 
particularly pleased to hear Mr. 
Ooms say that such elaborate dis- 
closure of trademark registration 
is unnecessary, although lawyers 
consider it desirable. 

Apparently, Mr. Ooms feels that 
even in the complicated realm of 
trademark legislation and inter- 
pretation, reason has not com- 
pletely disappeared. We hope he 
can succeed in convincing attor- 
neys who review advertising of 
this interesting fact. 


—Lichty, Chicago Sun-Times 


“More production is the answer to a slump, Jenkins... from now on, 95 instead of 
70 sandwiches come out of a five-pound ham.” 


Bangtail Bonanza 


If you’ve been wondering what 
constitutes a good account, con- 
sider the case of Roosevelt Race- 
way. The Westbury, N. Y., track 
features harness racing under the 
lights. Harness racing is not ex- 
actly comparable to baseball, but 
as any of the traffic-harried deni- 
zens of Long Island can tell you, 
the trotters bring out the fans. 

And as an advertising account, 
Roosevelt is all right. Its budget 
is $200,000, spent in newspapers, 
car cards, painted bulletins, radio 
and TV spots, plus ads in Cue 
and The New Yorker. 

It has, reportedly, the longest 
racing season of any track, begin- 
ning May 2 and running through 
Oct. 29. 

The agency is BBDO. 

And perhaps the account exec 
who used to line up new business 
by calling on likely-looking fac- 
tories had better pick up his bin- 
oculars and head for the track. 
There’s gold in them thar grand- 
stands, and not just for bookies, 
either. 


Deflation Note 

Wolff Freres is introducing four 
new perfumes, one (‘“Crisance’’) 
retailing at $100 an ounce, and out- 
put limited to 500 flacons a year. 

The other three, at plebian 
prices of $15 an ounce, are “My 
French Cousin,” “Bathsheba,” and 
“Song of Songs.” 

“Crisance” comes in a hand- 
made Steuben flacon, and contains 
“hitherto unknown ingredients.” 


Commerce Rhyme 

When Max Wax, New Haven 
grocer, and his son Eddy, combined 
in a new location at 161 Legion 
Ave., their ad sang: 


“Max Wax is famous, 

Kosher Salami he makes, 

Established 45 years ago, 

It must have what it takes. 

Flavor and spice, and everything nice, 

You should try it, is everyone’s advice. 

In EDDY’S GROCERY, you will find, 

QUALITY MERCHANDISE of the right 
kind. 

PRICES LOW, SELF-SERVICE too, 

Come and see, you will find it’s true.” 


Further Defiation 

An account man at Shaw-Shon, 
New York agency, followed a hot 
lead into uncharted Brooklyn, came 
up with a bubbling furniture deal- 
er who liked to talk about “cam- 
paigns,” “eye-catching poster-type 
appeals,” and wanted to start roll- 
ing with a Big Sale. 


So the agency wheels turned 
round and round, and eventually 
the account man sprinted back, 
with plenty of hot and splashy 
copy and a flock of estimates. 

The client looked at the copy 
and layouts with pleasure. But the 
estimates...shock, puzzlement, 
and deep consternation followed 
each other across his face. Finally 
he came to his decision: . 

“Everything’s fine,” he told the 
account man. “Just scale it down to 
an inch in one column and let ’er 
rip!” 


Jottings * 

One of the more sensible job 
presentations we’ve seen is that 
turned out by University of 
Washington seniors, stressing their 
talents for the advertising busi- 
ness... 

Language purists will be shocked 
to know that in a vote taken by 
WNOC, Norwich, Conn., the pro- 
nunciation “Nor-witch” won out 
4 to 1 over “Norridge”... 

F. S. Burroughs Co., Ledger- 
wood, N. J., is marketing the 
“Aqua-Bat,” a plug with gas-gen- 
erating-pellet action. Wiggles like 
an account man with an angry cli- 
ent... 

“The time is already here when 
no school can be considered com- 
plete unless it includes provision 
for the showing of films,” said 
Charles H. Percy, president of 
Bell & Howell. To no one’s great 
surprise. 

According to Gramercy Park 
Clothes, New York, 86% of re- 
tailers queried favored three-but- 
ton single breasted suits over two- 
button models. Purchases for fall 
will be 60% double-breasted. De- 
mand for two-pants suits and 
fancy worsteds is rising... 

You think the agency business 
is tough in this country? In Cuba, 
Publicidad Patino made carnival 
floats for three clients... 

When Seattle had that earth- 
quake at 11:55 a.m., General In- 
surance Co. quickly called Mac 
Wilkins, Cole & Weber, and the 
1:15 p.m. issue of the Seattle 
Times carried a one-inch red ban- 
ner line offering earthquake in- 
surance for General... 

Arts News, New York, has 
launched its first national amateur 
painters contest, for residents of 
the U. S. 18 years of age and older. 
Requests for entry blanks must be 
received by July 31, 1949... 
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Are Admen Selling Advertising Short? 


The current discussions, in every 
corner of the advertising business, 
about the _ short-sightedness of 
management which is cutting, or 
threatening to cut, promotion bud- 
gets just as the need fof selling 
becomes acute, raise an interesting 
question. 

How much of this cut-it-out atti- 
tude toward advertising on the part 
of business management is adver- 
tising’s own fault? How much of 
of it is due to advertising men and 
advertising media who have con- 
sciously or unconsciously sold ad- 
vertising short? How much is due 
to advertising people who them- 
selves have not been fully con- 
vinced of the function of adver- 
tising in American society? 

We suspect that a substantial 
amount of blame rests on the 
shoulders of those within adver- 
tising who haven’t had the clear- 
sightedness and the simple guts 
to recognize advertising for what 
it is, and to pour the gospel into 
every willing—and unwilling—ear. 

The trouble seems to be that we 
have let ourselves get caught with 
our fundamentals down. If we 
can only remember—and believe— 
that advertising is mass salesman- 
ship, our problem becomes ridi- 
culously simple. Like this: 

This is a buyer’s market. In a 
buyer’s market, salesmanship is 
the only thing that counts very 
much. Advertising is mass sales- 
manship. Ergo, is this a time to 
cut advertising? 

There is no need to answer the 
question. The answer follows auto- 


matically. And the only reason 
some us are getting wrong an- 
swers to this question now is that 
too many people—including too 
many of those who control adver- 
tising appropriations—don’t actu- 
ally believe that advertising is 
mass salesmanship. Some of them 
believe it is a peculiar kind of 
business luxury, a pleasant but 
unimportant frosting on the cake. 
And the tragedy of it is that too 
many of us in advertising have 
contributed to that belief. Just 
as an example, how much real 
good do you suppose was done for 
advertising during the war years, 
when a lot of it was sold on a 
“bargain basement” appeal: “You 
might as well use it; the govern. 
ment will pay for it anyhow.” 

Certainly, this is a time to buy 
advertising carefully, to re-exam- 
ine your commitments, to be as 
sure as you can that your adver- 
tising is really doing a job, at the 
lowest possible cost. This is also 
the time to make sure that every 
sales device you use is working, 
rather than loafing, including your 
personal salesmen. 

But there is a difference as big 
as the moon between making your 
sales machine work better and 
putting it in dead storage, or al- 
lowing it to make sales calls only 
half as many times, or a quarter 
as many times, as it should. There 
is the same difference between 
working to make your advertis- 
ing more effective, and making it 
less effective by wantonly chop- 
ping appropriations. 


Bugaboos About Trademarks 


The most sensible conversation 
about trademarks which we have 
heard was uttered at the ANA 
regional meeting in Chicago by 
Casper W. Ooms, former U. S. 
Commissioner of Patents, and now 
a practicing attorney. The care 
and feeding of trademarks is basi- 
cally so simple that Mr. Ooms was 
able to sum it all up like this: 

“First, be sure you have a trade- 
mark; second, use the trademark 
as a trademark; third, relax.” 

Having acquired a mark which 
fits the necessary requirements for 
a trademark, Mr. Ooms said, all 
you have to do is to make sure 
you use it as a trademark, and not 
as a generic term. Then you can 
stop worrying. 

Having been more than once 


annoyed by asterisks, registration 
symbols and other devices in head- 
lines and text which call our at- 
tention to the fact that one or 
more words are registered trade- 
marks (and thereby prevent us 
from absorbing the sense of the 
advertising message) we were 
particularly pleased to hear Mr. 
Ooms say that such elaborate dis- 
closure of trademark registration 
is unnecessary, although lawyers 
consider it desirable. 

Apparently, Mr. Ooms feels that 
even in the complicated realm of 
trademark legislation and inter- 
pretation, reason has not com- 
pletely disappeared. We hope he 
can succeed in convincing attor- 
neys who review advertising of 
this interesting fact. 


—Lichty, Chicago Sun-Times 


“More production is the answer to a slump, Jenkins... from now on, 95 instead of 
70 sandwiches come out of a five-pound ham.” 


Bangtail Bonanza 


If you’ve been wondering what 
constitutes a good account, con- 
sider the case of Roosevelt Race- 
way. The Westbury, N. Y., track 
features harness racing under the 
lights. Harness racing is not ex- 
actly comparable to baseball, but 
as any of the traffic-harried deni- 
zens of Long Island can tell you, 
the trotters bring out the fans. 

And as an advertising account, 
Roosevelt is all right. Its budget 
is $200,000, spent in newspapers, 
car cards, painted bulletins, radio 
and TV spots, plus ads in Cue 
and The New Yorker. 

It has, reportedly, the longest 
racing season of any track, begin- 
ning May 2 and running through 
Oct. 29. 

The agency is BBDO. 

And perhaps the account exec 
who used to line up new business 
by calling on likely-looking fac- 
tories had better pick up his bin- 
oculars and head for the track. 
There’s gold in them thar grand- 
stands, and not just for bookies, 
either. 


Deflation Note 

Wolff Freres is introducing four 
new perfumes, one (“Crisance’’) 
retailing at $100 an ounce, and out- 
put limited to 500 flacons a year. 

The other three, at plebian 
prices of $15 an ounce, are “My 
French Cousin,” “Bathsheba,” and 
“Song of Songs.” 

“Crisance” comes in a hand- 
made Steuben flacon, and contains 
“hitherto unknown ingredients.” 


Commerce Rhyme 

When Max Wax, New Haven 
grocer, and his son Eddy, combined 
in a new location at 161 Legion 
Ave., their ad sang: 


“Max Wax is famous, 

Kosher Salami he makes, 

Established 45 years ago, 

It must have what it takes. 

Flavor and spice, and everything nice, 

You should try it, is everyone’s advice. 

In EDDY’S GROCERY, you will find, 

QUALITY MERCHANDISE of the right 
kind. 

PRICES LOW, SELF-SERVICE too, 

Come and see, you will find it’s true.” 


Further Deflation 

An account man at Shaw-Shon, 
New York agency, followed a hot 
lead into uncharted Brooklyn, came 
up with a bubbling furniture deal- 
er who liked to talk about “cam- 
paigns,” “eye-catching poster-type 
appeals,” and wanted to start roll- 
ing with a Big Sale. 


So the agency wheels turned 
round and round, and eventually 
the account man sprinted back, 
with plenty of hot and splashy 
copy and a flock of estimates. 

The client looked at the copy 
and layouts with pleasure. But the 
estimates...shock, puzzlement, 
and deep consternation followed 
each other across his face. Finally 
he came to his decision: . 

“Everything’s fine,” he told the 
account man. “Just scale it down to 
an inch in one column and let ’er 
rip!” 


Jottings ° 

One of the more sensible job 
presentations we’ve seen is that 
turned out by University of 
Washington seniors, stressing their 
talents for the advertising busi- 
ness... 

Language purists will be shocked 
to know that in a vote taken by 
WNOC, Norwich, Conn., the pro- 
nunciation “Nor-witch”’ won out 
4 to 1 over “Norridge”... 

F. S. Burroughs Co., Ledger- 
wood, N. J., is marketing the 
“Aqua-Bat,” a plug with gas-gen- 
erating-pellet action. Wiggles like 
an account man with an angry cli- 
oe 

“The time is already here when 
no school can be considered com- 
plete unless it includes provision 
for the showing of films,” said 
Charles H. Percy, president of 
Bell & Howell. To no one’s great 
surprise. 

According to Gramercy Park 
Clothes, New York, 86% of re- 
tailers queried favored three-but- 
ton single breasted suits over two- 
button models. Purchases for fall 
will be 60% double-breasted. De- 
mand for two-pants suits and 
fancy worsteds is rising... 

You think the agency business 
is tough in this country? In Cuba, 
Publicidad Patino made carnival 
floats for three clients... 

When Seattle had that earth- 
quake at 11:55 a.m., General In- 
surance Co. quickly called Mac 
Wilkins, Cole & Weber, and the 
1:15 p.m. issue of the Seattle 
Times carried a one-inch red ban- 
ner line offering earthquake in- 
surance for General... 

Arts News, New York, has 
launched its first national amateur 
painters contest, for residents of 
the U. S. 18 years of age and older. 
Requests for entry blanks must be 
received by July 31, 1949... 


Advertising Age, June 20, 1945 


Rough Proofs 


The confectioners are discon 
tinuing their industry campaig: 
which told the consumer, “Canc ; 
is a food.” 

It’s just possible a lot of plun p 
ladies would rather not have bern 
reminded. 


Cliff Knoble, former adman fr 
the Tucker automobile, was i)- 
dicted along with Mr. Tucker ard 
a lot of other executives. 

You just can’t be too caref\.| 
whom you pick as an employer. 


“Western families buy where 
they live,” insist Hometown Daily 
Newspaper Publishers. 

You mean all business is local? 


The AMA wants Dr. Morris 
Fishbein to continue to edit the 
Journal, but to do less public 
speaking. Like old-fashioned chil- 
dren, he is to be seen but not 
heard. 


ADVERTISING AGE says editorially 
that there are too many boards, 
committees and other organiza- 
tions in advertising. 

Some people say, “There ought 
to be a law,” and others, “There 
ought to be an association.” 


“New and important sponsors 
are cropping up every day on tele- 
vision,” says a network ad. 

And that’s exactly what is keep- 
ing AM network affiliates lying 
awake nights. 


Noel Busch says Briton Hadden 
was one of those lucky people who 
know precisely what they want to 
do. With the important difference 
that he proceeded to do it. 


“Which do you want us to de- 
liver—statistics or customers?” de- 
mands the American Magazine. 

Well—uh—maybe the research 
department ought to get in on this 


Columbia Pictures produced 
film describing a lost gold min¢ 
in Arizona, and it ought to bé¢ 
worth a lot to the tourist promo 
tion agencies in Tucson and Phoe 
nix. 


An agency looking for a copy 
writer says it demands “curiosit 
as to what makes people tick.” 

One place to find out is on a’: 
bathing beach. 


“Modest, sincere copywriter v |“ 
imagination believes advertisin ; ' 
headed for a period of restr: '" 
understatement, implication.” 

In a buyer’s market, that < ef! 
nitely calls for imagination. 


J. Henry Smythe Jr. is in ié 
nant because Ben Franklin Ww 
omitted from the Advertising 14 
of Fame, but he’s probably we'ry 
ing a lot more about it than Be 
would. 
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To Sell More Goods To More 


People In America’s 32° Market 


REMEMBER ...PHILADELPHIA 
PREFERS THE INQUIRER 
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ADVERTISERS MAKE THE INQUIRER FIRST 
IN TOTAL RETAIL ADVERTISING 


For the 11th consecutive year retailers continue their preference 

for THE INQUIRER. Here are the figures for the first 4 months . 

of 1949. . 
INQUIRER . . . . 5,611,436 Lines 


2nd PAPER. . . . 5,249,836 Lines 


Both THE INQUIRER and 2nd paper publish 7 days. Source: Media Records 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mrguiver 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK 20 N. Wacker Drive, Chica 
2 N.Y.C., ; . 3 . 7 go, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, W , 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St... Los Angeles, Michigan 0578 9 
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Baltimore Stations 
Win Newscast Case 


BALTIMORE—Three radio stations 
which had been held in contempt 
of a Baltimore court rule prohibit- 
ing publication or broadcast of 
crime news prior to a trial were 
cleared by the state court of ap- 
peals last week. 

The 5-1 appeals court decision 
declared the ban on crime news 
unconstitutional. 

Justin Miller, president of the 
National Association of Broadcast- 
ers, which had participated in the 
appeal, called the ruling “another 
graphic proof that you can never 


~— 80.000 


gulatney teachers 


—wead and use ing 
Se ee ee 


ARTS© ACTIVITIES 


lose by standing on fundamental 
rights.” 

Stations WCBM, WFBR and 
WITH were exonerated in the de- 
cision. The American Newspaper 
Publishers Association had inter- 
vened with a brief in behalf of the 
stations (AA, Jan. 24). 


Label Division Formed 


John Maher Printing Co., Chi- 
cago, has inaugurated its Kittredge 
Label division, with Mr. Maher 
and B. E. Kittredge as principals. 
The company has installed a bat- 
tery of new Seybold cutters and 
Cottrell multi-color presses, with 
which it hopes to “bring today’s 
unit costs close to, and even lower 
than, those of the early ’40s.” 


Hoskins, Rawle Quit Textron 
Harold B. Hoskins and Marshall 
Rawle have resigned as director 
and marketing consultant and di- 
rector and vice-president in charge 
of marketing, respectively, of Tex- 
tron, Inc., New York, because of 
“differences of opinion on matters 
of management and marketing 


policy.” 


Forms Test Mail Unit 


Stern & Co., Philadelphia retail 
chain, has formed Consumer Test 
Mail Co. to help tabulate custo- 
mer preferences for consumer pro- 
ducts, both for Stern’s and nation- 
al manufacturers. The new com- 
pany offers customers 10-day free 
home trials of nationally branded 
house furnishings, and is using 
separate mailing lists for specific 
territories and types of accounts 
to evaluate demand for competi- 
tive products. 


Opens Jamaica Office 


H. L. Mihic & Co., New York, 
has opened a Long Island office 
in the Jamaica Chamber of Com- 
merce building, 89-31 16lst St., 
Jamaica. Russell Sachen and Rob- 
ert Harrington Jr. have been as- 
signed to the new office as ac- 
count executives. 


Stockton Joins Krupnick 
Richard B. Stockton, formerly 
with William Zalken, public rela- 
tions, has joined the account ser- 
vice department of Krupnick & 
Associates, St. Louis agency. 


Heinz Maps Biggest 
Ad Drive in Dailies 
on Year-Long Basis 


PITTSBURGH—In a year-long cam- 
paign soon to be launched, H. J. 
Heinz Co. will use newspaper ad- 
vertising “on an unprecedented 
scale,” its president, H. J. Heinz 
II, announced here. 

He said the “57 Varieties” food 
manufacturer plans a 52-week 
schedule of large-space advertise- 
ments in 140 daily newspapers in 
110 major markets, with special 
spring and fall campaigns going 
into 300 secondary markets. Four- 
color ads also will be employed in 
magazine sections of major Sun- 
day newspapers throughout the 
country. 

In addition, said Mr. Heinz, the 
company will continue to use na- 
tional magazine advertising, point- 
of-sale and “naborhood” posters 
on an extensive scale, and radio 
spots. Direct mail to consumers, 


PRAIRIE FARMER-WLS HELP 
HARVARD MILK DAY GROW 


QUR FRIENDS ALWAYS INVITE US TO THEIR PARTIES — 


Au THROUGH the four-state region 
around Chicago, neighborhoods, communi- 
ties and counties have their own traditional 
celebrations, most often tied up with the 
progress of local agriculture. More than 
typical is Harvard, Illinois Milk Day, begun 
in 1942 by far-seeing Chamber of Commerce 
and local business men who realized and 
wished to publicize the importance of dairying 
to their community life and growth. 

A few hundred came to that first event— 
enough to justify trying again and inviting 
Prairie Farmer-WLS in. We took America’s old- 
est farm service program, Dinner Bell Time, to 
Harvard for Milk Day, publicized the event both 
on the air and in print, and saw increased crowds 
and activity. We have been invited back each 
year since, and so have watched this once minor 
gathering of a few farm and townsfolk in Har- 
vard’s main street, grow into a major event for 


RAIRIE 


ee a weil CHICAGO 


aly nl 


AHMER 


ed WF 


northern Illinois, using the Fair Grounds to 
accommodate the crowds that now number over 
15,000. 

To the original event, which was chiefly a 
parade with free milk for every one, have been 
added the election of a dairy queen (always 
announced on Dinner Bell Time), a dairy cattle 
show with a judging contest for teams from a 
score of Illinois and Wisconsin high schools, 
a far bigger parade, and many such extras as 
the releasing of prize balloons by a large milk 
company (always done on Dinner Bell Time). 

And through the day, Prairie Farmer-WLS 
folks are there enjoying it, helping in every 
way they can, as they do in scores of com- 
munity events in Illinois, Indiana, Michigan 
and Wisconsin. 

Helping such celebrations develop is just one 
of the ways Prairie Farmer-WLS fits into the 
lives of Midwest people—one of the ways it 
influences the Agricultural Capital of the World. 
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featuring baby foods, also will | ¢« 
continued. Retailers will be offer« 4 
store sales helps in full volum.. 
and the 1,200 Heinz salesmen wi | 
key their drives to current a| 
copy. 


ae “We have always been su - 
stantial newspaper advertiser: . 
Mr. Heinz said in explaining w 
the greater proportion of the co 
pany’s ad budget will go to t 
newspapers. “Our past experien:e., 
plus current trends in the groce:) 
store field, indicate that the time 
is ripe for the biggest campai:n 
ever.” He added that Heinz wil! 
use dailies primarily for their « [- 
fectiveness at the local level and 
for their flexibility. 

Preceding completion of the pro- 
gram plans, Heinz and its agency, 
Maxon, Inc., Detroit, conducted ex- 
tensive market and media research, 
including studies of thousands of 
national and local food ads in 
newspapers to determine the most 
effective space units, regional 
shopping habits, best-read sections, 
and copy appeals likely to match 
present-day marketing conditions 

The campaign will use a new 
approach in lettering, typography 
and illustrations, Mr. Heinz said 
which is intended to set up “a 
distinctive type of food advertising 
which we believe truly reflects 
Heinz quality.” To heighten con- 
sumer identification, ads in al! 
media will bear a family resem- 
blance to others in the series. 


Appoints Frederick Cooke 


Frederick A. Cooke has been 
appointed assistant to Sidney Ham- 
ilton, vice-president and _§ sales 
manager of open state sales for 
National Distillers Products Corp., 
New York. Formerly Mr. Cooke 
was eastern divisional manager of 
Hiram Wa!ker. 


Irvington Nomes Dwight 

Hugh D. Dwight, formerly in 
charge of inacustrial advertising of 
Short & Baum Advertising Agency, 
Portland, Ore., has been appointed 
to the newly created position of 
advertising and sales manager of 
Irvington Machine Works, Port- 
land. 


Appoints Wilhelm Agency 

Specialty Co., Lakeville, Conn., 
has appointed Wilhelm-Laughlin- 
Wilson & Associates, New York, to 
handle advertising of its Safety 
Clamp automatic lifting device 
and Sand-Scott plastic screw an- 
chors. 
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$9,750,000 WORTH 
OF OIL-FILTER ELEMENTS 


Eighty percent of Motor-Freig! 
Carriers maintain their own servi: 
and oil-filter elements ar 


shops... 
just one of the thousand and on 
replacement parts they need an 
buy annually. Most of this tremen 
dous buying power is concentrate 
in the hands of the readers « 

TRANSPORT TOPICS, the on 

ABC paper devoted to truckin . 
16,000 paid weekly circulatio ; 
45,000 Third-Monday distributio . 


Gransport Topi: 


The National Weekly of the Motor-Freight Ca: 


Washington 6, D.C. 
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FOR SALE 


Right now he’s eager to see what you’ve got to sell. The pressure of competition has re- 


turned to American business. The drive is on to get more out of every dollar spent. In 


every industry, that’s naturally the job of the scientific American. He’s the chief engineer, 


the principal chemist, the vice president in charge of production, the senior metallur- 


gist, the director of research. His designs and recommendations bought the $40 billion 


worth of goods and services purchased by industry in 1948. If you can help him make 


these dollars go further in 1949, he’s the new customer you’re competing for. 


To sell the scientific Americans you spent important advertising dollars last year. 


You bought them, along with the public-at-large, in general circulation magazines and, 


industry-by-industry, in trade papers. Now, for the first time, your sales message can 


reach a/l of the scientific Americans between the covers of a single publication. The 


new SCIENTIFIC AMERICAN, the nation’s first magazine of science, is the first to single 


the scientific Americans out of the crowd and bring them together in a single audience. 


To cut your advertising costs, aim your message squarely at the man who makes it 


pay—the scientific American. 


*The punch-holes in the SC1ENTIFIC AMERICAN Subscriber's Identity 


Card record his title, profession, company and industry. Ask to see 


the business machine breakdowns of our subscription list. Write to = 
SCIENTIFIC AMERICAN, 24 West 40th Street, New York 18, N. Y. - 
— 
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Dow Corning Names Wagnitz 


Dow Corning Corp., Midland, 
Mich., has named Don Wagnitz 
Advertising, Midland, to handle 
its industrial advertising, which 
was formerly directed by Mac- 
Manus, John & Adams, Detroit. 
The Wagnitz agency has been 
handling all Dow Corning con- 
sumer products advertising includ- 
ing Sight-Savers. 


Cal-Dak Appoints Jordan 


Jordan Co., Los Angeles, has 
been appointed to handle the ad- 
vertising of Cal-Dak Co., Colton, 
Cal., manufacturer of clothes bas- 
kets, trays and tray stands. iWNa- 
tional and regional magazines, 
newspapers, television, radio and 


business papers will be used. 


Silliphant to New Post 

Stirling Silliphant, who formerly 
handled advertising tie-ins for 20th 
Century-Fox, New York, has been 
named to the newly created post 
of special promotions manager 
where he will concentrate on re- 
gional premieres (AA, June 6). 


Getschal Leaves Bart 

Stuart Bart & Getschal, Inc., 
New York, has resumed its former 
name, Stuart Bart, Inc., with the 
resignation of Budd Getschal, 
agency vice-president. 


Appoints Service Manager 

Ted Kaufmann, promotion and 
sales counselor, has joined Ted 
Bernstein Associates, New York, 
as accounts’ service manager. 


EASY CHART 
SIZE 8 x 10 


63¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


HOTO-MATIC C 


Phone WHitehall 4-2930 


« 53-59 E. Illinois St., Chicago 11, Hl, 


Trade Manuals 


for Exporters 
Urged by Nielsen 


Local Business Men 
Would Prepare Texts 
for Foreign Marketers 


QuEeBec—An ambitious program 
under which business men in 
scores of countries would write 
trade manuals covering each ma- 
jor classification of importable 
goods, was unveiled here Thurs- 
day by A. C. Nielsen, marketing 
researcher. 

In his capacity as chairman of 
the committee on distribution of 
the United States Council of the 
International Chamber of Com- 
merce, Mr. Nielsen presented for 
discussion and comment a plan 


under which “the business men 


of free nations would— 

“Compile, with respect to each 
major classification of consumer 
and industrial goods, those quali- 
tative and quantitative facts which 
seem essential to the successful 
marketing of such goods in their 
respective countries; 


ws “Present these facts in the form 
of compact, well-indexed, under- 
standable and readily usable man- 
uals—one for each type of goods 
in each of the participating coun- 
tries—utilizing uniform procedure 
and terminology to the maximum 
practicable extent; 

“Make these fact available to 
the business men of all countries 
cooperating under the plan.” 

With typical Nielsen thorough- 
ness, the recommendation was ac- 
companied by the distribution, to 
all the delegates present. of a 180- 
page plastic-bound “Guide to 
Drug Store Marketing in the 
United States,” which was pre- 
sented as the “suggested format 
for a proposed series of interna- 
tional trade manuals.” While the 
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EDITOR AND PUBLISHER 
PALMER HOYT 


7 HIGHER SALES 


LOWER SALES EXPENSE 


YOU GET BOTH... 


through advertising in 
THE DENVER POST 


fst 


You veach families who buy more! 


Among all the 48 states, Colorado ranks... 
Ist in General Merchandise Sales Per Family 
3rd in Total Retail Sales Per Family 


6th in Drug Sales Per Family 
8th in Furniture, Household, and Radio Sales Per Family 


gad 


14th in Food Sales Per Family 


You reach them Chrough one medium! 


The Sunday DENVER POST'S Roto, Comic, and Magazine 
Sections Give You... 
99% Coverage of Metropolitan Denver 
93% Coverage of Retail Trading Zone 
71% Coverage of Entire State of Colorado 
384,042 Total Circulation 


Sources: 
Sales 


Data—Survey Of Buying 
Power, May 10, 1949 


Circulation — A.B.C. Publisher's 
Statement, March 31, 1949 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


Advertising Age, June 20, 19.9 


drug store marketing guide ws 
not complete (“to conserve tine 
and expense, certain sections <f 
this book have not been carrie | 
beyond the outline or synopsis; 
stage’), it was close enough 
completion to present a thorou; ; 
picture of what Mr. Nielsen’s con - 
mittee had in mind, and, inciden - 
ally, to serve as a very useful gui ie 
for manufacturers in this count y 
as well as abroad. 


a The idea for a series of intern .- 
tional trade manuals was approved 
by the committee on distribution 
of the United States Council at 
a meeting in New York Jan. 3, but 
in presenting the suggested manual 
to the convention, Mr. Nielsen 
carefully pointed out that it had 
been rushed to completion by his 
organization in time for the Que- 
bec meeting, that the final text 
had not been submitted to all 
members of his committee in time 
for complete review, and that the 
book was being submitted purely 
for review and criticism, so that 
the problem might be discussed in 
the framework of an actual ex- 
ample, rather than as a mere con- 
cept. 

The drug manual was written 
principally by various Nielsen ex- 
ecutives, including F. R. Leisch, 
executive vice-president, R. L 
Sperber, client service executive, 
and Norwood Weaver, vice-presi- 
dent. In the actual working man- 
uals, Mr. Nielsen suggested, “each 
of the major sections should be 
produced and signed by recog- 
nized authorities in these several 
fields.” 


a The “sample” guide contained 
11 chapters, dealing with a gen- 
eral discussion of the drug store 
market in the United States; the 
problems of distribution; the sales 
organization; functions of the drug 
wholesaler; merchandising; adver- 
tising; trade associations and pub- 
lications; pricing; product develop- 
ment; government regulations, and 
marketing research. 

It is a compendium of informa- 
tion on the drug store market in 
the United States which should be 
extraordinarily valuable to any 
foreign manufacturer interested in 
attacking the U. S. market, and 
undoubtedly would also be a valu- 
able reference work for domestic 
companies interested in the mar- 
ket. If the plan is carried to com- 
pletion, and similar books are 
produced for major segments of 
business, and for the major coun- 
tries of the world, a significant step 
forward in business information 
will have been taken. 


Bothwell Names Van Beuren 

Vincent V. Van Beuren, on the 
executive staff of W. Earl Both- 
well, Inc., New York, has been 
named vice-president of the 
agency. 


Names Newby & Peron 
National Pharmacy, Valpara'so, 
Ind., has placed its advertising 
with Newby & Peron, Chicazo 
Newspapers will be used. 


WHY WONDER AND wore” | 
BURRELLE’S PRESS CLIPPING) 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in | 
the nation. News items, advertise- | 
ments, photos, editorials, signed 
columns ... on any subject. | 
National or local service, fast 
and accurate. Write today for 
full information, 


165 CHURCH 57. 
NEW YORK, W Y. 
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VITAL SALES FACTORS 
in PACKAGE INSERTS 


100% Circulation ...TO CUSTOMERS 
ideal Timing . . . Product in use 
Undivided Attention Value 

Low Unit Cost 

No Distribution Cost 
Multiple-function Performance 


Expansive Versatility 


Forbes has created and produced over one billion package inserts. 
That outstanding experience is yours to command, to help develop 
similar items and other lithographed and printed advertising and 
display material, keyed to YOUR specific needs. 


FORBES 


LITHOGRAPH CO. 


“Boston 
NEW YORK + CHICAGO + CLEVELAND + ROCHESTER, N. Y. 
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Service Stores 
Still Cut Prices, 
Jakins Complains 


New YorK—The “concessions” 
;eeently announced by Assistant 
avy Secretary Koehler on the 
complaint of retailers on the opera- 
ton of Army post exchanges and 
Navy ship service stores “solve 
none of our problems,” according 
tu J. Gordon Dakins, general man- 
ater of National Retail Dry Goods 
Association. 

“The military authorities now 
agree to collect excise taxes in 
these stores beginning Aug. 1,” he 
said. But in doing so, “they are 
simply complying with a Treasury 
order issued more than a year ago. 

“This is certainly not a con- 
cession on their part. A major com- 
plaint against these stores was the 
practiee of the Army to order for 
its members goods costing as much 
as $300 wholesale and selling it to 
them at the wholesale price plus 
a small carrying charge. 


as “The Navy now brings their 
program in line with the Army. 
This proposed order would still 
permit the sale of furniture, wash- 
ers, television sets and all of the 
other luxury items that we feel 
have no place in a government 
store.” 

Although Mr. Koehler told the 
armed services subcommittee of 
the House that the list of items 
that may be stocked by these stores 
has been revised to eliminate lux- 
ury products, Mr. Dakins ex- 
plained, it still includes “radios 
costing $85 wholesale as well as 
watches wholesaling for $50. These 
items, as well as many others, fall 
into‘the category of luxuries and 
should not be carried in govern- 
ment stores that are in direct com- 


petition with independent mer- 
chants.” 


innesota Medical Group 
Votes Okay on Ad Copy 


Delegates attending the annual 
session of the state medical assoc- 
iation in St. Paul recently voted 
to ease thei rigid code on medical 
advertising, permitting profes- 
sional cards in newspaper and in- 
stitutional advertisements by 
groups of doctors and county med- 
ical societies. 

The association also approved a 
pecial tabloid section on medical 
rogress, soon to appear in Minne- 
apolis, St. Paul and Duluth dailies 
ks a public relations measure. Ads 
ill be used by hospitals, optical 
oncerns, drug manufacturers, and 
Bny ethical groups and individuals 
hllied with the medical field. 


ate Smith to Have 2-Hour 
Disc Jockey Show On ABC 


Kate Smith, who has proved to 
be a good co-op saleswoman for 

utual, will start a two-hour disc 
ockey show for American Broad- 
asting Co. on July 4. Originating 
trom Miss Smith’s summer home 

Lake Placid, N. Y., the program 
jill be heard 9-11 p.m., EDT. Ted 

ol ins will assist the singer on the 
how, which promises to offer mu- 
i¢ “for all ages, all moods, all 
im es,” 

\ iss Smith will continue her two 
a) time MBS shows—‘“Kate Smith 
pe iks,” a co-op, and “Kate Smith 
in s.” 


cSraw Appoints Rich 


S ephen W. Rich, formerly in 
ne Cincinnati district sales office 
f he Marchant Calculating Co., 
las been named sales representa- 
lve, assisting F. W. Rexford, in 
e Cimeinnati territory of the 
0¢stmaster Products division of 
CGraw Electric Co. He will 
. e his headquarters in Cincin- 
a 


) denne Joins NATA 


Piilip D. Cochrane Jr., formerly 
it.. MecCall’s, WOR and Lennen 
\ itchell, has joined the National 
S.ciation of Transportation Ad- 
‘riising, New York, as director of 


rchandising, a new post. 


ree fi, see apa. 
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Television Fund Assets 
Increase to $2,061,761 


Assets of Television Fund, Inc., 
open-end investment company’ 
whose shares were first sold to the 
public in September last year, 
have increased from $274,983 at 
that time to $2,061,761 as of April 
30, the six-month report discloses. 

Largest holdings at that time 
were in Admiral Corp., Allen B. 
DuMont Laboratories, Eastman 
Kodak, Emerson Radio, General 
Electric, Paramount Pictures, Ra- 
dio Corp. of America, Sylvania 
Electric Products, and Westing- 
house Electric Co. 


Boosts Strite, De Mesquita 


Victor P. Strite and Edwin B. De 
Mesquita have been appointed 
vice-president and director of sales 
and vice-president and assistant to 
the president, respectively, of 
American Safety Razor Corp., 
Brooklyn. Mr. Strite formerly was 
general sales manager and Mr. 
De Mesquita was assistant to the 


Atolak Cleaner, Wax 
Bows in Philadelphia 


WILMINGTON, DeLt.—A heavy 
newspaper campaign to introduce 
Atolak, a new car and home clean- 
er and wax, has been launched in 
the Philadelphia area by Atomix, 
Inc., of this city. 

The campaign, designed for ex- 
pansion into other markets later 
this year, also introduces the prod- 
uct for the first time into the mer- 
chandising field. Previously the 
company had been experimenting 
with Atolak in the automotive field 
only. 

A full-page ad in the Philadel- 
phia Evening Bulletin June 10 
listed, in addition to Atolak dis- 
tributors, ten department and chain 
stores which merchandise automo- 
tive accessories. 

Following a successful merchan- 
dising test in Philadelphia, a sim- 


executive vice-president. 


ilar campaign is being planned 


for Syracuse, N. Y., through Earle 
Buckley Organization of Philadel- 
phia. A national campaign is ten- 
tatively planned for 1950. 


Two Name Tippett Agency 


Tippett, Jackson & Nolan, Boston, 
has been appointed to handle the 
advertising of Badger Mfg. Co., 
Cambridge, Mass., and Felt Craft- 
ers, Plaistow, N. H. 


Summer Market Scheduled 

The Western Summer Market 
will be held Aug. 1-6 at the West- 
ern Merchandise Mart, San Fran- 
cisco. 


17 
Scott-Choate Has CCA Paper 


In a report of publishers re- 
signing from Associated Business 
Publications as the result of the 
association’s action on the sub- 
ject of controlled circulation (AA, 
June 6) Scott-Choate was incor- 
rectly identified as having only 
paid circulation publications. This 
publishing house also has a con- 
trolled circulation paper, Plumb- 
ing and Heating Wholesaler. 


Frost Named by Park 


Harry M. Frost Co., Boston agen- 
cy, has been appointed to handle 


advertising of the Mt. Sunapee 
State Park, Mt. Sunapee, N. H. 


AND DISPLAY STUDIO 


17 MORTH WABASH AVE 
cmcago 


DISPLAY CARDS 
POSTERS - SIGNS 
SALES PRESENTATIONS 
SCREEN PROCESS PRINTING 


LOS ANGELES’ BIGGEST HOME-DELIVERED NEWSPAPER 


No Casanova in history ever commanded the 


feminine attention 


your advertisement gets in the 


Los Angeles Independent! For 27 years it has been 
the buying bible of Los Angeles women. 

The Independent is the easiest, most eco- 
nomical and most effective way for you to reach this 
voracious and uniquely decentralized market. Its 
half-million controlled circulation is the city’s largest 


Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 


39 South State Street, Chicago 3 + 515 Olive Street, St. Louis 1 + 


home delivery. And recent surveys have shown it has 
higher home readership than any other paper! 


Published twice-weekly in 


10 separate com- 


munity editions of 50,000 circulation apiece, each 
featuring its own neighborhood, the Independent is 
tailored to fit your needs. You can pin-point your 
advertising in one or more zones or blanket the 
entire city with 500,000 home-delivered newspapers. 


LOS ANGELES 


Independent 


417 SOUTH HILL STREET, LOS ANGELES 13 


* 406 SUTTER STREET, SAN FRANCISCO 8 


11 Church Street, Hudson, 


Massachusetts 
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Agency Head 
Helps Big Client 
to Choose Agency 


Currently Screening 
Bidders, Advertiser 
Uses Expert Advice 


New YorkK—Last week there 
were some surprised agency presi- 
dents in New York, and not with- 
out reason. 

In preparing presentations for a 
large advertiser, they discovered 
that the advertiser had invited an 
agency president, whose agency al- 
ready has a portion of the account 
and will continue to handle that 
portion, to help in selecting the 
agency, and actually to sit in on the 
presentation and ask questions. 

Both the advertiser and the 
agency president will have to be 
anonymous, but here’s the thinking 
behind the unusual arrangement: 


s The client is preparing to bring 
back a number of brands and to 
launch new ones. The company in- 
tends to “fan out,” and it wants 
some new agencies in the picture. 

“For the average client to at- 
tempt to select an agency,” the ad- 
vertising director confessed to AA, 
“is taking on more than he can 
handle. We needed a specialist... 
someone honest enough and ex- 
perienced enough to help us judge 
new agencies. . . 

“Now, we've talked to agencies 
before. They look you right in the 
eye and in all earnestness they tell 
you how eager they are to do a 
job for you. We wanted more than 
that. 

“We know that a good choice 


We're not doctors, but when it comes 
to tabulating, calculating, typing and 
Vari-Typing operations, we have 
what it takes to relieve you of all 
those ulcer-breeding worries. Whether 
it's marketing research tabulations, 
analytical reports, temporary office 
help or just plain typing when your 
own staff is overloaded, you can turn 
to us instead of your aspirin bottle. 
Just give us a try and you'll see what 
we mean. Call our nearest office. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


M. R. Notoro, President 


53 W. Jackson Bivd., Chicago 4, Ill. HA 7-2700 
50 Broodway, New York 4, N.Y. WH 3-8383 


can’t be based on a pictorial pres- 
entation... As a result, we’re try- 
ing to get away from this stuff 
about the biggest staffs, the pret- 
tiest pictures and the hottest sales- 
men. 

“We think this is a far-reaching 
and significant development in ad- 
vertising,” he went on. “We've 
simply tried to apply some common 
sense to the thing. 

“We won't be impressed by the 
usual stuff—offices, or dinners, or 
fast talk or slick presentations.” 


s The account is sizable, certain 
to run more than $1,000,000, and 
the field is difficult. Many market- 
ing changes in the business have 
caused it to become increasingly 
fractionated. 

Accordingly, the company has 


settled on a list of questions which 
it asks agencies to answer. The ad- 
vertiser declined to tell AA what 
the list of questions was at this 
time but said, “In general, we 
sound them out on how they 
would handle a specific prob!em,” 
in addition to the other questions. 

The standards included the con- 
ventional ones; the agencies may 
have no competitive account and 
they must be in position to handle 
an account of this size. 


a The agency head doing the se- 
lecting has found it quite illumina- 
ting. Some of the agencies have 
been aghast when they discovered 
him, sitting at the right hand of 
the client. Others have welcomed 
his presence, on the theory that 
much of the rudimentary explana- 


tion would be unnecessary. And 
the flurry of social invitations ex- 
tended to him is amazing; he had 
not previously seen his possibilities 
as a social lion. 

“It’s unusual,” he told AA, 
“but it makes a lot of sense from 
the client’s viewpoint.” 


To Frankfort Distillers 

Frankfort Distillers Corp., New 
York, has appointed Frank Fitz- 
maurice as Four Roses brand man- 
ager. He previously was eastern 
district sales manager of McKes- 
son Liquor Co. 


Robert Caddoo Joins L&M 
Robert H. Caddoo Jr., formerly 
with McCann-Erickson, has joined 
Lennen & Mitchell, New York, as 
assistant director of research. 


a os ee, 
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Bank Publishes Brochure 


The National Bank of Commer: . 
Seattle, has published a 40-pa 
illustrated brochure, “Aerial Mi) :; 
through Washington,” which co.- 
tains an aerial view of each of t ie 
30 areas of the state in which | ic 
bank has branches. There also is 
brief descriptive matter about ee >) 
of these areas and a summary of 
the state’s advantages. Distribut 5 
is being made to leading indust: es 
and banks throughout the county. 


Has 22,300 TV Sets 


The listening area of televis on 
station WRGB, Schenectady, N. Y., 
has increased more than 100% 
since Dec. 1, 1948. Sets instalied 
in the Albany-Troy-Schenecta jy 
area on Dec. 1, 1948, were 11,800, 
and by May 1, 1949, there were 


22,300 sets. 


Arcode Byilding, St. Lovis 1, Me. CH-5284 


OU ARE GOING to discover at least two 

obsolescent types in advertising, now 
that a buyer’s market has lowered the 
boom. The Constant Worrier is already in 
trouble — a victim of his own indecision. 
And the Big Spender could easily become 
another Constant Worrier any day now. 


But the Intelligent Planner has been too 
busy planning to be caught unprepared by 
any sudden shift in the wind. To him, the 
buyer’s market is simply another turn of 
the wheel, a natural and recurring phase 
in the cycle of supply and demand. 


What this market does, of course, is to 
create a king-size opportunity for adver- 
tising—and especially for advertising men. 


During the next few years, advertising 
will have to assume more and more of the 
total selling responsibility. But it will take 
advertising men—and darned good ones — 
to meet this responsibility head on. 


Make advertising do a BIGGER job 
— not just a more costly one! 


Advertising is big business; most of its 
vehicles have grown in several dimensions, 
including the cost of time and space. The 
big weeklies are bigger. News magazines 
have joined the masses. Radio is still big in 
spite of television - which may become the 
biggest and most expensive vehicle of all. 


Does this mean that the advertiser must 
keep spending more money to make his 


advertising do a bigger job? On the con- 
trary, in almost every field there are some 
advertisers today who are actually spend- 
ing Jess—yet getting a bigger return for 
every dollar invested. 


That’s where intelligent planning comes 
in. It is also where we want you to start 
thinking about business papers. 


Business papers are big business, too. 
Bigger than women’s magazines, farm 
papers or all outdoor. Fifteen business 
papers each carry more advertising than 
any general consumer magazine. And alto- 
gether, the business press carried more 
than a million pages last year, or roughly 
about $200,000,000 worth. 


Of course, that’s only five percent of the 
total advertising expenditure in this coun- 
try — hardly impressive until you consider 
that business papers tap about fifty percent 
of the total potential market! 


Which is the better risk? 


Every dollar invested in business papers 
taps $543 of potential business. Compare 
that with advertising in newspapers, gen- 
eral magazines and radio, which collec- 
tively taps only $48 of potential business 


inept ulcers act up at the 


t sign of a softeni 
market; he is convinced ee 3 
our whole economy is in 
danger of imminent collapse 
and is nervous] y wondering 
whether he ought to sell his 
Place in Westchester (or 
Lake Forest or Grosse 
Pointe) or keep it and may. 
be take in boarders, e 


for every dollar invested! And while you'r 
comparing, you might weigh the relativg 
risks of your investment in business pape 
space against the cost of general advertis 
ing media. 


The average cost of a single page in 


business paper, for example. is a littl: 0’ 


$200. A single page in The Saturday 
ning Post or LIFE runs anywhere 
$11,000 to $16,000. There are times 
the Post and LIFE can do a job th 

other media can do — but it is sheer !0 
to risk that kind of money in any g: °°! 
media to do a job which can be done ™° 
effectively in business papers, at abo: | \' 
percent of the cost! And there are bv 
dreds of such jobs which business p 'p¢ 
and only business papers can do— ©! 
industrial and professional fields, ir ™ 
chandising, and in class (or institut 0% 
markets. 


To approach it from another an :/¢ 
would take only one percent of you #4 
eral media expenditure — just one p " 


of what you invest at relatively high "™ 
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Brown & Bigelow Sales 


Gain Nearly 50% in May 

Brown & Bigelow, St. Paul, has 
reported the largest May sales 
volume in the company’s history 
with a volume totaling $3,175,371 
—a gain of 49.41% over the cor- 
responding month in 1948. 

Charles A, Ward, president of 
the remembrance advertising firm, 
said Brown & Bigelow sales for 
the first four months of this year 
hit $20,715,898—a gain of 2% over 
last year. 


Alaska Outlets Join ABC 


KENI, Anchorage, and KFAR, 
Fairbanks, Alaska, have signed af- 
filiation contracts with American 
Broadcasting Co., New York. 
Owned by the Midnight Sun 
Broadcasting Co., the stations op- 
erate full time. 


Chains Leading 
Food Store Rise, 
‘This Week’ Finds 


New York—Of the record $31 
billion sales volume of United 
States food stores in 1948, corpor- 
ate chains had $9% billion, volun- 
tary and cooperative groups $7.8 
billion, unaffiliated stores, $7.3 
billion, and specialty stores $6.3 
billion, This Week Magazine points 
out in its third biennial “Report 
on Grocery Distribution.” 

The study involved nine months 
of preparation and 15,000 miles of 
travel in field research. 

Between 1946 and 1948, This 
Week noted that chains gained 
$3.2 billion; voluntary and cooper- 


ative groups expanded $2.2 billion, 
while unaffiliated stores increased 
$700,000,000. In this period, 22,- 
000 of these latter stores joined 
voluntary and cooperative groups. 

Last year’s record food store 
volume, the magazine said, was due 
only in part to rising prices. Other 
factors were increased population, 
“trading up to better and higher 
priced foods, and to a wider range 
of products being sold in grocery 
stores. .. 


a “Since 1939 we have 17,000,000 
more people to feed, 14,000,000 
new families (marriages) rela- 
tively unconditioned in their buy- 
ing habits, and we have had 25,- 
000,000 births.” 

Also since 1939, “we have lost 
1,300,000 employed in agriculture 


and gained 15,800,000 in non-agri- 
cultural employment.” 

The report noted “a tremendous 
increase in distribution efficiency. 
The food broker system is stronger 
than ever; the wholesaler supplies 
independents at prices so that 
they can compete, and the retail 
grocers offer lower prices because 
of self-service, which has grown 
among independents from 15% in 
1939 to 50% of their volume in 
1948.” 

Among chains in this period the 
self-service proportion rose from 
53% to 86%. 


s As a result, gross profit on sales 
in certain stores was found to have 
declined in 15 years from 22% to 
17%4%. 

This Week announced that it 
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to increase your business paper schedule 
by as much as 20 percent. And you'd be 
tapping about eleven times as much poten- 
tial business per dollar invested! 


No cheesecake, no Tschaikowsky 


With more and more general media clam- 
oring for attention, what chance does the 
business paper have of commanding the 
interest of its audience? 


The answer to that one —as shown in 
survey after survey—is that business papers 
have first call on the time of their readers. 


The competition is all on the outside — 
television versus radio; newspapers versus 
news magazines; the general monthlies 
against the women’s books and the shelter 
group; all of them versus the big weeklies, 
and so on. Business papers have no part 
in this scramble, because they are read 
for business reasons only. They perform 
a unique and specific function that cannot 
be duplicated by any other type of media. 


eRe ee oP Se ane ay ye ee pe ey AS ASS eras sco 


_.. this amiable fellow is 
willing to defend his blind 
optimism with the last 
dollar in his client’s budget. 
When it comes to network 
time, four-color spreads in 
mass media, or “institu- 
tional’”’campaigns, he thinks 
BIG — but not always 


logically, or in terms of | ; 
measurable results for the 
advertiser. : 


That’s why you don’t have to shout to 
make yourself heard in the business press. 
You don’t have to bait the reader with cute 
and irrelevant devices, or dish up an expen- 
sive diet of cheesecake and Tschaikowsky 
— just for the privilege of slipping in a few 
minutes of fast commercial. 


In fact, your business paper advertising 
is (or by rights ought to be) ALL COM- 
MERCIAL, and the reader won’t tune you 
out — he'll love you for it, as long as you 
pitch your story at his job interest, without 
recourse to guile, trickery, or give-aways. 


This is by no means as easy as it sounds. 
It requires the best advertising talent — the 
most intelligent planning, if you please — 
that can be brought to bear on the prob- 


ott. 


the intelligent planner 


vee he organizes his adver- 
tising on the basis of specific 
jobs to be done, in those 
fields which offer the high- 
p est return for every dollar 
invested. The buyer’s market 
hasn’t thrown him into a 
flat spin — he’s simply con. | 
centrating more of his ad ver- q 
tising on buyers (of which © 
there are plenty) as distin- 
guished from casual readers 
listeners or just lookers, | 
} 
{ 


lem. But it’s worth the effort. The markets 
are there. About half of the country’s total 
buying power is there. And the business 
papers are there, ready to deliver bonanza 
results to the advertiser who makes the 
most of his opportunity. 


Which type of advertising man are you? 
Definitely the intelligent planner type, we'd 
say — or you wouldn't have stayed with us 
down to here! 

a a 


P.S. 1f you'd like reprints of this advertise- 
ment to pass along to others in your 
organization, they are available in quan- 
tity, by writing to THE ASSOCIATED 
BUSINESS PAPERS, 205 East 42nd St., 
New York 17, New York. 


‘ABP 


WHO BELONGS TO ABP? 
It is an association of 
138 independently owned, 
paid-circulation business 
papers, audited by the 
Audit Bureau of Circula- 
tions. 


WHO BENEFITS FROM ABP? 
The publications them- 
selves, of course. But 
unlike many trade associa- 
tions which operate prima- 
rily for the benefit of their 
own members, ABP is 
equally devoted to the in- 
terests of subscribers and 


THE ASSOCIATED BUSINESS PAPERS 


Sen 205 East 42nd Street, New York 17, N.Y. 


advertisers who are, in a 
very real sense, members 
of the family. 


HOW READERS BENEFIT 
First plank in ABP’s plat- 
form is to help its member 
editors maintain the high- 
est standards of editorial 
integrity and reader help- 
fulness. It is this kind of 
editorial approach which 
makes the difference be- 
tween serving an industry, 
trade or profession — and 
merely being supported 
by it. 


HOW ADVERTISERS BENEFIT 
It is frequently said that 
ABP has done more than 
any other organization to 
raise both the standards 
and the effectiveness of 
business paper advertising, 
through wide distribution 
of such books as “Tell All,” 
“Hit the Road” and “Copy 
that Clicks,” through the an- 
nual ABP advertising con- 
test, and through numerous 
research activities which 
are supported wholly or in 
part by ABP members. 
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has made available maps of the 
location of members of National 
Food Brokers Association, Wash- 
ington, and of the 184 wholesale 
grocery trading areas as defined 
by the Department of Commerce. 

Among changes noted in number 
and diversity of lines carried by 
food stores since before the war 
were: An increase from four to 
200 in number of food mixes being 
offered; “large stores stock five 
to seven brands of baby foods, 
often as many as 140 items; new 
beauty and health departments 
have moved into supermarkets— 
usually about 80 to 100 fast-mov- 
ing items.” 

Also, many supermarkets now 
carry cooking utensils, and electri- ~ 
cal equipment. 


Pepsodent Hypos Clerks 
with Cash Contest 


Pepsodent division of Lever Bros. 
Co., Chicago, has begun a “mystery 
shopper plan,” in which clerks who 
give lucid and concise explanations 
of Rayve’s Dial-a-Wave will get 
$2.50. 

Others of the 100 mystery shop- 
pers will contact women in stores 
near Rayve points of sale, and if 
these women can explain the Dial- 
a-Wave plan, and identify the sales 
girl, the women will get a mer- 
chandise prize and the sales girl, 
$2.50. Store managers also may win 
$2.50 prizes. The company has al- 
located $100,000 in 40,000 prizes 
in coming weeks, and the cam- 
paign is promoted by direct mail 
in 300 areas. 


Adds Arthur Rubicam 


Arthur Rubicam, formerly man- 
ager of advertising and promotion 
for General Electric Co.’s heating 
division, air conditioning depart- 
ment, has joined Morey, Humm & 
Johnstone, New York, as account 
executive. Before joining G-E he 
was with Williams & Saylor and 
Federal Advertising Agency. 
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Horace Heidt 
Switches to CBS; 


Joins Sunday Lineup 


New Yorx—Philip Morris’ Hor- 
ace Heidt, who had a 13-week try 
at battling Lucky Strike’s Jack 
Benny, using a lot of NBC pro- 
motion dollars as ammunition, has 
decided to join the opposition. 

The Heidt talent show will be- 
come part of CBS’ Sunday night 
lineup, in the 9:30 p. m., EST, spot 
being vacated by Colgate-Palm- 
olive-Peet, as of Sept. 4. Biow Co., 
New York, is the agency for the 
cigaret maker. 

When Mr. Benny made his much- 
publicized move to CBS, NBC 
talked Philip Morris into spotting 
Mr. Heidt opposite the comedian 
by promising his sponsor a heavy 
promotion buildup. Despite these 
efforts, the results were discourag- 
ing and Philip Morris moved the 
program back to its old Sunday 
night NBC time (10:30). 

Meanwhile, CBS has lost a pair 


of entertainers to NBC. “Mary <ay 
and Johnny,” who have just fin- 
ished a series of shows on CBS-TV 
for Whitehall Pharmacal Co., re- 
turned to NBC-TV Monday at 7:15 
p.m., EDT. The program—which 
originated at DuMont—will be 
heard daily. 


Jr. Adclub Elects Birrell 


Norman Birrell, of Ross-White- 
head & Co., has been elected pres- 
ident of the Junior Advertising 
and Sales Club of Montreal. Other 
newly elected officers are: Honor- 
ary president, J. L. Pegnem, sales 
manager of B. V. D. Co.; vice-pres- 
idents, George Bist, free-lance art- 
ist, and O. A. Lackenbauer, An-Lo 
Mailing Service, and secretary- 
treasurer, Leon LeBlanc, Interna- 
tional Business Machines Co. 


CBS Installs TV Facilities 


Columbia Broadcasting System 
expects by July 1 to complete in- 
stallation in Hollywood of exten- 
sive facilities for television and 
tape recording. CBS plans exten- 


sive use of Ampex tape recordings 
by fall. 


Poor Richard Club Elects 


James J. D. Spillan, vice-presi- 
dent of Benjamin Eshleman Co., 
Philadelphia, has been elected 
president of the Poor Richard 
Club of Philadelphia, succeeding 
Harry L. Hawkins, the Phila- 
delphia Evening Bulletin. Other 
officers are: Harold S. LeDuc, vice- 
president in charge of public rela- 
tions of the Bell Telephone Co. of 
Pennsylvania, ist vice-president; 
Joseph L. Tinney, vice-president of 
WCAU and WCAU-TV, 2nd vice- 
president, and Samuel Hodges, 
secretary. Robert P. Lukens has 
been reelected treasurer. 


Station KXOC Joins CBS 


KXOC, Chico, Cal., will affiliate 
with Columbia Broadcasting Sys- 
tem as of Aug. 1. This station, 
which operates with 5,000 watts 
days and 1,000 watts nights, is the 
185th AM affiliate to join CBS. 


Marcel Schulhoft Named 


Hotels International, Inc., has 
appointed Marcel Schulhoff & Co., 
New York, as agency for the Rob- 
ert Clay Hotel, Miami. Newspapers 
and direct mail will be used. 


American Releasing 
Agency to Promote, 


Distribute TV Films 


Los ANGELES—American Prod- 
ucts Releasing Corp. has been 
formed here to act as a sales pro- 
motion and distribution agent for 
television film producers in the 
same manner that United Artists 
functions for motion picture pro- 
ducers. Signed to use the releasing 
organization are eight independent 
producers now making TV films 
in Hollywood. 

Contact offices have been estab- 
lished in Los Angeles, New York, 
Chicago, Atlanta, Houston, Seattle, 
and representatives are in 36 
principal cities. 

Glenn Bever, president, told AA 
that the objective of the releasing 
organization is to provide agencies 
and stations with a central clear- 
ing house where they may be able 
to see what is currently available 
with a minimum of time and ef- 
fort. 
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As in the case of a motion pic 
ture releasing organization, repre 
sentatives will be armed with cat 
alogs, press books and other in 
formation. At the outset these wi! 
cover the 70 subjects availabl« 
which range from spots up to 30 
minute shows. 


# None of the pictures is in serie 
although many are made as 
showcase for a planned seri 
which can be completed quick’ 
when a sponsor or buyer is signe 
It is also planned to make pre - 
entations on proposed films whi: ; 
American will try to sell before 
production begins. 

Following motion picture di:- 
tribution practice, films will be 
leased only on a first run basis 
nationally or in specific cities. 
Company officials admit they do 
not expect to get large enough 
rentals to return production costs, 
and anticipate running in the red 
for as long as three years. 


@ One reason for this estimate is 
the belief there are not yet enough 
stations to get added revenue from 
re-runs. However, American hopes 
to recoup after that because it is 
in on the ground floor. The com- 
pany is the first of its kind, and as 
yet “there are no reputations in 
ey has 

Plans for an extensive trade 
campaign are now being formed. 
Format of ads will be similar to 
trade advertising of United Artists 
with a listing of productions avail- 
able, producers using the service 
and a tag-line, “Released by Amer- 
ican Products.” 

Anderson Advertising Agency, 
Los Angeles, handles the account. 


Grant Advertising Opens 
Two New Foreign Oftices 


Grant Advertising, Inc., has 
opened new offices in Bogota, Co- 
lombia, and Santiago, Chile, rais- 
ing its total to 29 offices, with 
seven in the U.S. and 22 in foreign 
countries. 

The new Bogota office, at Car- 
rera 7 A, will be directed by Jaime 
Hernandez, formerly head of 
Grant’s Sao Paulo office. Among 
accounts served there are Colgate- 
Palmolive-Peet, General Electric 
and Pan American Airways. The 
Santiago office, at Huerfanos 1189, 
Grace building, will headed by Eu- 
genio C. Grandi, and its accounts 
will include Industria Nacional de 
Neumaticos, S. A., Chile’s only 
manufacturer of auto tires and 
other rubber products; Genera! 
Electric, and Irish Linen Guild. 


Two Join Chittick Co. 


Michael Lombardo, formerly art 
director of the McLain Organiza- 
tion, and Louisa M. Roeck, pro- 
duction manager of the same 
agency, have joined Walter S. Chit- 
tick Co., Philadelphia, in the same 
capacities. 


Barcalo Names Bonneville 

E. A. Bonneville, formerly sa‘es 
manager of Fedders-Quigan Co'p., 
Buffalo, has been appointed s: \es 
manager of Barcalo Mfg. Co., Bu 
falo, in charge of sales, advertis ! 
and merchandising. 


WHY OVERLOOK 
10 BILLION $$: 
WORTH « SALE; 


Wake up! 15 million American Neg >° 
buy food, drinks, drugs, cosme © 
other products. They have 10 bi \o 
dollars to spend! Tell them what /o¥ 
have to sell. The best way is thr: .¢)) 
Race publications, the Negroes’ ™" 
newspapers and magazines. Thr 2° 
them you make friends with the — 105% 
loyal customers in the world. Tre: © 
dous profits are made through ac ’¢ 
tising to this great and growing : 
ket. For full details write Inter t 
United Newspapers, inc., 545 
Ave., N. Y., serving America’s lee | 
advertisers for over a decade. 
y OTE: We now have facts compiled »¥ 

® Research Co. of America on > 
preferences of Negroes from coast to <° 
the only study of its kind ever made. Wri ¢™ 


for this free information. 
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Reeves Names Tyson 


Reeves Instrument Corp., New 
York, has appointed O. S. Tyson & 
Co. to handle its first advertising 
campaign, which will be directed 
to industrial markets through trade 
publications. Reeves manufactures 
gyros, electronic computers, motion 
picture printers and other spec- 
ialized electronic control equip- 
ment. 


Agency Network Adds Two 


Belden & Hickox, Cleveland, and 
Nelson-Willis, Inc., Minneapolis, 
have become members of Trans- 
america Advertising Agency Net- 
work. The network is seeking ad- 
ditional agencies in key markets. 
Its annual convention will be held 
at the Hotel Roosevelt, New Or- 
leans, Sept. 11-16. 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208. 


EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


Video Set Makers 
Announce Price Cuts 


New YorK—There were more 
signs of a buyer’s market in tele- 
vision last week as several set 
manufacturers announced reduc- 
tions in old and new models. 

Sentinel Radio Corp. last week 
chopped $40 off the price of its 7” 
portable TV set, bringing the price 
to $159.95. The set is said to em- 
body improvements over the model 
when first introduced. 

General Electric Co. cut prices 
on three sets in six models, with 
resultant savings to the consumer 
of $20 to $40 in 10” and 12%” tube 
sizes. At the same time, the com- 
pany introduced a new 12%” Day- 
light set to sell for $329.95—only 
$5 more than a similar 10” tube 
set cost a year ago. 

Tele-Tone Radio Corp. now is 
marketing a $179.95 receiver with 
a 10” screen, 62-square-inch pic- 
ture. S. W. Gross, president of the 
company, said the price is “more 
than $20 below that of the nearést 


comparable brand available today.” 
Andrea Radio Corp.’s new line 
of five TV sets includes three mod- 
els priced $109.50 to $200 lower 
than the models they replace. 
Meanwhile, it was reported that 
Radio Corp. of America is pro- 
ducing a new 10” metal cabinet 
receiver to sell for appreciably less 
than the current lowest 10” RCA 
price of $269. This model is ex- 
pected on the market this fall. 


Plans Drive for Gumout 


Pennsylvania Refining Co., 
Cleveland, has appointed Behel & 
Waldie & Briggs, Chicago, to direct 
advertising for Pennsylvania Drake 
Gumout, new automotive fuel sys- 
tem gum solvent. An extensive 
campaign in magazines, radio, 
newspapers and by direct mail 
will be used. 


To Promote Milk Cans 

The Milk Can Institute, Cleve- 
land, has appointed the Lawrence 
H. Selz Organization, Chicago pub- 
lic relations company, to promote 
the use of new types of milk cans 
by dairy farmers. 


Silver Plaque Award 
for Best 
Graphic Presentation 


Certificate Award 
for Best 
Single Article 


Certificate Award 
for Best 
Single Issue 


Again . . . Esquire, Inc. 


announces with pride 


that its oldest publication 


APPAREL ARTS 


The Fashion Magazine 


For Men’s Stores... 


... has broken all records for editorial achievement 


among men’s apparel trade magazines by winning three awards in the 
eleventh annual Industrial Marketing Competition. A jury of 


the top advertising men in America voted these awards to Apparel Arts. 


THE ESQUIRE, INC. FAMILY OF PUBLICATIONS 
ESQUIRE » APPAREL ARTS » CORONET + ESQUIRE'’S BRIDEGROOM 


es 
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Frank Gannett, publisher of the Gannett Newspapers, who has been 
recuperating from a slight stroke suffered last summer, is back at his 
desk in the Times-Union building, Rochester, on a part-time basis. . . 
A. E. Greco, editor of “The Pullman News,” employe magazine of 
the Pullman Co., Chicago, received a plaque and a check for $100, rep- 
resenting top honors in a contest for the most effective use of house 
organs, conducted by the Southern California Industrial Editors Asso- 
ciation. The cash award was offered by Darwin H. Clark Co., Los 
Angeles agency. . . 

June 12 marked 21 years in the radio industry for C. L. (Chet) Thomas, 
general manager of KXOK and KXOK-FM, St. Louis, and president 
of Transit Radio, Inc. . . Thelma Beresin, public relations director of 
Gray & Rogers, has been named chairman of the public relations com- 
mittee of the Philadelphia Chamber of Commerce’s consumer ad- 
visory council. . . 

That old cowhand Joe P. Eves, western manager of Meredith Publish- 
ing Co. in Chicago, returned from Quito, Ecuador, last week, where he 
judged the third Holstein-Friesian exposition by appointment of the 
Holstein-Friesian As- 
sociation. He has 
served as judge for 
cattle shows at many 
state fairs, and two 
years ago judged a 
show in Guatemala... 

J. H. Mitchell, v.p. 
and treas. of Mitchell 
& Mitchell, Minneap- 
olis, celebrated his 40th 
anniversary the .week 
of June 6 as account 
exec. on the Minneap- 
olis Knitting Works 
account. . . Lisle Baker 
Jr., v.p. and treas. of 
the Louisville Courier- 
Journal and Times, 
is a member of a new 
organization called the 
Louisville Fund, which 
will sponsor educa- 
tional and cultural 
organizations in the 
area... 

Candy Industry Man 
of the Year is Theo- 
dore A. Stempfel, v.p. 
of E. J. Brach & Sons, 
who received the award 
(sponsored by Candy 
Industry) during the Chicago convention of the National Confectioners’ 
Association. .. Roland Kay, merchandising mgr. for the Hollywood CBS 
Housewives Protective League, will be installed July 7 as 1949-50 pres- 
ident of the Hollywood Junior Chamber of Commerce... . 

Claire Drew Forbes, head of the Claire Drew Forbes Advertising 
Agency, Santa Barbara, Cal., has been Mrs. Herbert L. Walker since 
last Feb. 19. Her husband is a fellow director of the Advertising and 
Merchandising Club of Santa Barbara. . . 

Roy J. Bernier, ad manager and director of public relations of Miller 
Brewing Co., Milwaukee, is recovering from an emergency appendec- 
tomy. . . Robert J. Eggert, director of research for American Meat 
Institute, Chicago, has a real fighting background. Back in the early 
30s he was a Golden Gloves champ. . . 

Among prominent business men working for the United Negro Col- 
lege’s 1949 national campaign are: Frank W. Abrams, chairman of the 
board of directors, and John R. Suman, vice-president, Standard Oil Co. 
(New Jersey); Thomas D’A. Brophy, chairman of the board, Kenyon & 
Eckhardt, and Don G. Mitchell, president of Sylvania Electric Co. . . 

John J. Moore of Batten, Barton, Durstine & Osborn, New York, has 
been elected president of the Father’s Club of the College of New 
Rochelle. His daughter Jacqueline is a junior there. . . Clarence Francis, 
chairman of the board of General Foods Corp., New York, has been 
named chairman of the Industrial Advisory Committee for the Treas- 
ury Department... 

Ted Oberfelder, director of advertising, American Broadcasting Co. 
New York, is vacationing in Bermuda. . . Otto Wiese, publisher and 
editor of McCall’s, New York, looked like the nervous bridegroom 0: 
June 1 when Mrs. Roosevelt, guest of honor at the McCall’s party i: 
connection with her new series in that magazine, arrived more tha: 
a hour late... 

Stanley Marcus, executive v.p. of Neiman-Marcus, has been electe: 
president of Kudos College, the honorary institution of the Dallas Ad 
vertising League. He won the honor for bringing “the greatest amoun' 
of international and constructive publicity to the city of Dallas through 
his work in world-wide public relations and his leadership in th« 
world of fashion.” . . 

E. C. MacNaughton, pres. of the Oregonian Publishing Co. (Portlan: 
Oregonian), is one of the 38 charter members of the Benjamin Frankli: 
Lodge, A.F. & A.M., composed almost entirely of men in the graphic art 
field. . . Pete Bird, assistant art director of Applegate Advertisin 
Agency, Muncie, Ind., will marry Sue Reid in Trenton, Tenn., June 2: 
his parents’ 25th wedding anniversary. Pete’s dad is Harry Lewis Bir: 
former copy chief of Gordon Best Co., Chicago, who joined Applegat 
as v.p. last January. Pete followed in May, and both Birds are no’ 
enthusiastic about agency life in a small city. . . 

Ted Arnold, local sales manager for WHBF and WHBF-FM, Roc 
Island, IIll., is chairman of the 1949 membership drive of the Rock Islan 
Chamber of Commerce. 

Channing Cope, farm expert for WCON, Atlanta, and the Atlan‘ 
Constitution, has published his first book, “Front Porch Farmer”. . 
K. A. Lowder, president of Publicidad Lowder S. A., Lima, Peru, agenc: . 
is expected in New York on a visit soon. . . Edgar Kobak, former pre: - 
ident of MBS and now a business counselor, has been named preside: t 
of the Georgia Tech Club of New York... 


REWARD—Wallace Witmer, president, Wallace Witmer 
Co., newspaper representative (right), vice-president 
of the Memphis Advertising Club, presents a plaque 
to Lester Cole, president of Cole & Co., in recog- 
nition of his organizational work as first president of 
the year-old club. Marshall Smith, vice-president of 
Merrill Kremer, Inc., is the newly elected president of 
the group. 
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Did you know that there are 38 magazines in the metals industry ? 
and that only one was awarded a first place plaque in the 
Industrial Marketing annual editorial contest? And that it was 
the coveted “Best single article” prize? 


(A paid 1ron AGE advertisement) 
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Colt Shoe Co. Puts 
Business Bureau's 
Report in Own Ad 


Beston—Far from intimidated 
by a “eonfidential advertising re- 
port” of the Boston Better Bus- 
iness Bureau attacking Colt Shoe 
Co. ad claims, the Colt company 
has reprinted the BBBB report in 
its latest ads in the Boston Globe 
and Herald. 

Along with the reprint of the 
bureau’s report, Colt reasserts that 
its shoes are America’s finest, and 
goes to considerable length in the 
610-line insertions to prove that 
the claim is no exaggeration. 

The bureau’s bulletin report had 
commented on the Colt claim, 
“America’s finest,” saying that 
“superlative and exaggerated gen- 
eral statements should not be 
made.” In answer, Colt’s copy says 
the shoes merit the claim because 
the leathers it uses are the finest 
in the world, bought from every 
leather producing country; that 
Colt Foot-Balance shoes contain 
the best craftsmanship, and that it 
has patented features not “en- 
joyed” by other manufacturers. 

Ernest J. Goulston, president, 
Goulston Co., agency for Colt, told 
AA: “I don’t want to minimize 
the good that the Better Business 
Bureau is doing, but I don’t think 
they investigated this matter suf- 
ficiently and I feel that our adver- 
tising was entirely justified.” 

He plans additional use of the 
copy in newspapers and direct 
mailings. 


Adcratt Club Elects Lord 


Charles B. Lord, retail adver- 
tising manager of the Detroit 
Times, has been elected president 
of the Adcraft Club of Detroit. 
Other officers include Hugh W. 
Hitcheock, direetor of advertising 
and public relations, Packard Mo- 
tor Car Co., lst viee-president; Lee 
A. Vogelsang, account executive, 
Walker & Co., 2nd vice-president; 
James B. Jones, manager, Detroit 
office, Scripps-Howard Newspa- 
pers, board secretary, and Lawr- 
ence R. Nelson, vice-president, 
Campbell-Ewald Co., treasurer. 
Howard M. Hastings was reelected 
secretary-manager for the 23rd 
year. 


Truck Group Names Brandt 


William Van C. Brandt, for- 
merly manager of railway and 
motive power sales of Electric 
Storage Battery Co., Philadelphia, 
has been appointed managing di- 
reetor of the Electric Industrial 
Truck Association, Leng Island 
City, N. Y., effeetive July 1. He 
sueceeds C. F. Kells. M. W. Hein- 
ritz, vice-president of Gould Stor- 
age Battery Corp., Trenton, N. 
J., has been appointed to replace 
Mr. Brandt at Electric Storage 
Battery Co. 


Bamberger Heads Research 


Gordon Bamberger, formerly re- 
search and merchandising director 
of H. W. Kastor & Sons Advertis- 
ing Co., and prior to that with Hill 
Blackett & Co., has joined the Chi- 
cago office of Campbell-Mithun, 
Inc., as research director. 


Agency Moves N. Y. Oftice 


Koehl, Landis & Landan, Inc., 
has moved its New York office to 
22 E. 47th St. 
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Pleads for Concessions 
on Both Sides in ABP Row 


To the Editer: It is disturbing to 
read in ADVERTISING AGE, June 6, 
of the various publications that 
have resigned from Associated 
Business Publications. Apparently, 
this is due to incompatible views 
on circulation policies. Perhaps 
this is a matter of no coneern to 
business paper advertisers and 
agencies. On the other hand, we 
feel that the organization has been 
a valuable contributor to the im- 
provement of industrial publica- 
tions, as well as industrial adver- 
tising, and we cannot help but feel 
that the loss of some fine member 
publications will be damaging. 

We, as well as most agencies, I 
believe, have had mixed feelings 
about the circulation controversy 
and have felt that it was a matter 
of secondary importance as com- 
pared to quality of readership, ed- 
itorial content, and publishing ef- 
ficiency. The manner in which the 
controversy has been carried on 
has been embarrassing to all who 
place high store on the value of 
good will in all that is connected 
with publishing and advertising. 

It seems possible that both sides 
may win their arguments, yet lose 
the greater values that go with 
continued fellowship and mutual 
interest in business paper publish- 
ing. It is our hope that both can 
make concessions and compose 
their differences. 

JOHN R. ARMSTRONG, 

Armstrong Advertising Agen- 

cy, Chicago. 


Draws Conclusions from Woolf 


To the Editor: I have enjoyed 
the booklet “James D. Woolf 
TALKS,” all of which I sum up 
as follows: 

Humor and fact displayed in ad- 
vertising is better than too serious 
or too silly nonsense. 

One must be honest with an ex. 
pression of mirth to overcome 
grievous or burdensome toil and 
responsibilities. 

We should always remember 
that everyone has a job on their 
hands in their day to day struggle 
for their existence. 

Any professional business man’s 
or woman’s duty is to enlighten or 
help those who come to them for 
such services as they have to ren- 
der in exchange for the charges, 
and to render a service cheerfully 
with a little good honest humor is 


This department is a reader’s forum. Letters are welcome. 


the easiest and best way for the 
business man or woman and the 
customer. Don’t be too stiff, don’t 
be too soft. 
J. Henry De Boer, 
President, De Boer Mfg. Co., 
Syracuse, N. Y. 


Media Man Goes Hog-Wild 

To the Editor: Under separate 
cover, our media director has un. 
doubtedly gone hog-wild and re- 
quested a voluminous assortment 
of market data from your issue of 
May 30. 

I want to congratulate you for 
that issue, because I think it is 
one of the most helpful of all ser- 
vices that any advertising trade 
book has ever published. You have 
done us a great service, and we at 
Fairfax are most appreciative. 

STANLEY I. FISHEL, 

President, H. W. Fairfax Ad- 

vertising Agency, New York. 


Compliments AA on ‘Fine Job’ 


To the Editor: Attached you will 
find one of your “To Obtain Mar- 
ket Data Use This Coupon,” re- 
questing that one copy of 113, 115, 
216 and 230 bulletins be sent to 
my personal attention. 

May we compliment you on the 
fine job your publication is doing 
and the completeness of the list 
from which the above-mentioned 
numbers were taken. Keep up the 
good work. 

R. L. CHANDLER, 

Sales Department, Victor Ani- 

matograph Corp., Davenport. 


Tips Off the Ad-libber 
on Subscription Promotion 

To the Editor: Your “Ad-lib- 
bing” editor’s choice for Exhibit 
A in your May 30 issue indicates 
that he is not familiar with maga- 
zine subscription procedure. 

The “form letter” he obviously 
refers to is enclosed, along with 
the order card. As you see, the 
card states: “If you are now an 
SRL subscriber, won’t you pass 
this card along to a friend?” This 
is a standard practise in most 
magazine subscription promotion 
to former subscribers, since there 
is always some duplication be- 
tween expiration and active list 
names. The cost of eliminating this 
duplication factor would make this 
kind of mailing operation a very 
uneconomical one. 

The average magazine reader 


sy 


seems to understand this prett 
well and so we suggest that befor 
your editor does any more worr, - 
ing about “what has happened - 
magazine subscription fulfiilme: : 
organizations” he acquaint himse { 
with the facts of life in this field. 
Bert GARMISE, 
Circulation Manager, The Sat- 
urday Review of Literature, 
New York. 


Offers Proof of Retailers’ 
Interest in Mailings 


To the Editor: We suggest a 
change in tactics for Betty Bic« 
who can’t get dealers to read her 
bulletins even by offering them 
a dollar (editorial, May 30 issue). 
To get a retailer to read your sale: 
message, you don’t bribe him—you 
give him useful information writ- 
ten in an interesting way. 

Proof: We recently made a read- 
ership check (admittedly a very 
small sampling) on a monthly 
eight-page retail sales training 
bulletin we produce for McKesson 
& Robbins, who mail it to seleeted 
drug stores. Of druggists and elerks 
receiving the bulletin, 74.7% said 
they had read it and 73.8% could 
name specific produets which had 
been mentioned in previous issues. 

Verification: Howard V. Phillips, 
vice-president, McKesson & Rob- 
bins, Bridgeport 9, Conn. 

Porter HENRY, 

President, Horton & Henry, 

Inc., New York. 


If It's Good, He'll Eat It 


To the Editor: Has anyone else 
written you about the U. S. Army 
and Air Forces Recruiting Services 
advertisement which appeared in 
Newsweek of May 30, and else- 
where? 

It’s the one with the illustration 
of glittering metal artificial legs, 
arms, and things. 

And I say it is one of the most 
unfortunate advertisements I have 
ever seen. The taste is shameful. 
Whatever its morale-building pur- 
pose, the effect is sickening. 

I heard a young ex-G. I. remark: 
“Oh, join the Army and get one of 
these.” If this sort of outburst is 
good recruiting, good advertising, 
good selling, good public relations 
—good anything—I’ll eat that ad, 
sir. Without ketchup. 

C. RALPH BENNETT, 
Vice-President and Creative 
Director, Fred Gardner Co., 
New York. 
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parade linage is up 267 


Advertisers are discarding the buying habits of easier 
days. They’re on the lookout for hefty buys that have 
what it takes to stiff-arm the downtrend. It can be 
done. We’re doing it in PARADE...and we’re helping 
more and more advertisers do it. 


The proof is in PARADE’s 26% linage gain for the first | 
half of 1949 on top of a 50.8% linage gain for the 
whole year 1948. Among all General, Weekly, 


Women’s, or Sunday Magazines, PARADE delivers the 
highest readership at the lowest cost. Which all adds | 
up to this: PARADE is advertising’s best buy today! 


(Ce 


PUBLISHER 


P.S.: PARADE rates for a 4-color page are $2.70 per thousand—up only 7¢ per 
thousand since 1941.Yes, a good product at the right price will always sell! 


in more than 
5,000,000 homes 


cr the complete linage story, 
Se> page 54. 
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How a daily paper in the country’s biggest city gained 
AMERICA’S 2nd LARGEST CIRCULATION WITHIN 25 YEARS 


An historian of journalism has written that the New York 
MIRROR “was not only the logical and reasonable but also the 


inevitable answer to a profound human need.” 


By 1924, when the MIRROR was born, education, population 
increase, higher standards of living—all had prepared vast 


numbers of average folks for newspaper readership. 


The rule of the old giants of the day was: “news is any event 
which varies from the reader’s picture of the normal world.” 
But they overlooked one fact: most readers’ worlds had 
changed. The majority of newspaper readers were now not a 


select few but the hard-working, news-hungry many. 


So there was a need for a newspaper that reflected a changed 
world—a newspaper that was brief, concise, yet complete, to 
inform up-and-doing, on-the-go moderns; and one that never 


hesitated to use the simple language familiar to average folks. 


And it was no longer enough for newspapers to show a 


sharper nose for news, perform more agile legwork, write pro- 


founder think-pieces: the need was for a newspaper which was 


sensitive not only to the newsbeats but the heartbeats of the city. 
So the young MIRROR believed—and acted.... 


Today, the MIRROR is the only morning newspaper in New 
York using all three news services, AP, UP, INS; but its own 
news-gathering staff concentrates on the human events, sur- 
roundings, characters—covering the people of New York more 


intensely than the three news services cover the world. 


As a result of this lively curiosity about people, a story not 
world-shaking in itself may be frontpaged because it has the 


power to arouse pity, tenderness, indignation or laughter. 


The MIRROR is no marbled Mercury bearing tidings — its 
pages are as warm and human as the people who make the 
news, and the people who read it. That’s why, within 25 short 
years, it has raced through to win the second largest circula- 


tion in New York and in the nation. 
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NOT ONLY THE JOY but the sorrow of the Victory Parade up Fifth Avenue 
was caught by the MIRROR photographer who visited these wounded veterans 
while other «tans hers were clustered around the “brass” in the reviewing 
stand. Throughout the war the MIRROR was also concerned with the man 
beneath the soldier’s uniform. It was the MIRROR alone which was responsible 
for establishing Free Mail for servicemen; it was the MIRROR that set up Free 
Long Distance Telephone Service at New York military receiving hospitals. 
Time and again the MIRROR has acted in the belief that a newspaper should 
be an institution serving the community. 


NEAR THIS HEAT RETREAT— caught by a MIRROR photographer and pub- 
lished together with a report of a heat wave—thousands of youngsters live 
and play on the edge of trouble. To them comes the MIRROR Youth Program 
to inculcate the habits of good living, good playing, good thinking, with an 
annual Youth Forum, Model Flying Fair, Youth Festival, Junior Olympics. 
Mayor O'Dwyer has written of it: “The MIRROR is to be commended for its 
contribution te the health and happiness of so many of our school children 
through its year-round Youth Program conducted in cooperation with the 
New York City Department of Parks and the Board of Education.” 
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‘,. the inevitable answer to a profound human need.” 


And the result: the MIRROR has the fastest-growing morning circulation in New York, show- 
ing a 36.3% growth between 1940 and 1949 as compared to 19.5% for next highest paper! 


oe DAILY CIRCULATIONS NEW YORK NEWSPAPER 


Joy, 


Sse 


MIRROR 


1949—1,009,390 DAILY! In 1940, before it was 16 years old, the DAILY 
MIRROR’s ABC net paid circulation had passed that of every large-size New 
York paper, passed 750,000. In 1946, the MIRROR first showed a more-than-a- 
million daily circulation. Now on its 25th Anniversary, the MIRROR’s circu- 
lation equals those of three other great New York newspapers combined —and 
is greater than that of any newspaper in any other city in America! 


SUNDAY CIRCULATIONS 


1949— 2,161,918 SUNDAYS! Born on January 10, 1932, at seemingly the 
worst possible time, the SUNDAY MIRROR, together with its Magazine and 
Comic supplements, attained its first million faster than any other newspaper 
in the history of journalism— in less than two years. By 1946, it had added 
its second million—and today, the SUNDAY MIRROR matches the standing of 
the DAILY MIRROR; it has the 2nd greatest Sunday circulation in America! 
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Renwal Appoints Polk 


Robert G. Polk, formerly whole- 
sale advertising manager for But- 
ler Brothers, Chicago, has been ap- 
pointed advertising and sales pro- 
motion manager of Renwal Mfg. 
Co., New York, toy manufacturer. 


Opens L. A. Office 


Lannan & Sanders, Inc., Dallas, 
has opened a new office at 1127 
Wilshire Blvd., Los Angeles. I. E. 
Gilbert, formerly account execu- 
tive, has been named manager. 


“BIG IDEA" 
ENGINEER 


. There's tough selling ahead — like in the 
30's. You'll need smart basic selling 
themes, sound “reason why” and real 
merchandising to beat your competition 
to the public's dollars. I cut my teeth on 
“buyers’ market” advertising. Have 25 
year agency record. You know my work. 
I will analyze your problem — suggest 
“big idea” — write key copy. What is 
this worth to you? Address, Box 7386, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


Supreme Court 
Ruling Strikes 


Oil Companies 


Holds Exclusive Supply 
Contracts with Dealers 
May ‘Clog’ Competition 


WASHINGTON—Major oil com- 
panies faced the necessity of re- 
building their system of distribu- 
tion following a hotly debated Su- 
preme Court decision Monday 
holding that “exclusive supply con- 
tracts” used by Standard Oil of 
California are “a potential clog 
in competition.” 

Exclusive dealing contracts are 
rare outside of California, but 
industry observers nevertheless 
believe the court decision may have 
nationwide effects, particularly on 
the merchandising of tires, bat- 


teries and accessories. 

The court was split by economic 
and legal differences. The majority 
held that the court need not con- 
sider whether exclusive dealing 
contracts were good or bad for the 
industry, so long as it was apparent 
that they “lessened competition.” 


a Three dissenting justices main- 
tained that the government should 
be required to show that the con- 
tracts could not be justified. And 
Justice William O. Douglas, former 
chairman of the Securities and Ex- 
change Commission, charged that 
the court virtually invited the big 
oil companies to “build service-sta- 
tion empires of their own.” 

“The court approves what the 
anti-trust laws were designed to 
prevent,” Justice Douglas declared. 
“It helps remake America in the 
image of the cartels.” 

Chief Justice Vinson and Jus- 
tice Burton joined Justice Robert 
Jackson in an additional dissent 
demanding additional proof that 
the exclusive supply contracts ac- 
tually lessen competition. 


or italic and small caps 


old style 21E 


...from an ornate and decorative 
period, comes a type face 
remarkably simple and useful... 
extreme legibility throughout a 
complete range of sizes from 5 point 


make its function modern as today 


...avatlable in combination 


with an assortment of boldface 


CHICAGO 22 East Illinois Street 


LOS ANGELES 928 South Figueroa Street 


“I am not convinced that the re- 
quirements contract as here used 
is a device for suppressing com- 
petition instead of a device for 
waging competition,” Justice Jack- 
son wrote, adding: 


a “It does not seem to me in- 
herently to lessen this real com- 
petition when an oil company tries 
to establish superior service by 
providing the consumer with a re- 
sponsible dealer from which the 
public can purchase adequate and 
timely supplies of oil, gasoline and 
car accessories of some known and 
reliable standard of quality. 

“No retailer, whether agent or 
independent, can long remain in 
business if he does not always, and 
not just intermittently, have gas 
co sell, Retailers’ storage capacity 
usually is limited and they are in 
no position to accumulate large 
stocks. They can take gas only 
when and as they can sell it. 

“The government can hardly 
force someone to contract to stand 
by, ever ready to fill fluctuating 
demands of dealers who will not 
in turn undertake to buy from that 
supplier all their requirements.” 


@ For the majority, Justice Felix 
Frankfurter refused to consider the 
possible effect of the court’s de- 
cision. 

“Though it may be,” he said, 
“that such an alternative to the 
present system, as buying out in- 
aepenaen: dealers and making 
them dependent employes ot 
Standard Stations, Inc., would be 
a greater detriment to the public 
interest than perpetuation of the 
system, this is an issue, like the 
choice between greater efficiency 
and freer competition, that has not 
been submitted to our decision.” 

The majority opinion holds that 
Congress tlatly outlawed “require- 
ments” contracts which “lessen” 
competition. 

“It in fact it is economically de- 
sirable for service stations to con- 
fine themselves to the sale of the 
petroleum products of a single 
supplier, they will continue to do 
so, though not bound by contract,” 
Justice Frankfurter wrote. “And 
if in fact it is important to retail 
dealers to assure the supply of 
their requirements by obtaining 
the commitment of a single sup- 
plier to fulfill them, competition 
for their patronage should enable 
them to insist upon such an ar- 
rangement without binding them 
to refrain from looking elsewhere.”’ 


m Legally, the significance of the 
decision is in the court’s finding 
that Standard of California, 
through contracts covering 23% 
of the gasoline sold in its market 
area in 1946, “substantially less- 
ened” competition. 

“When it is remembered that 
all other major suppliers have also 
been using requirements contracts, 
and when it is noted that the rela- 
tive share of the business which 
fell to each has remained about the 
same during the period of their 
use, it would not be far-fetched to 
infer that their effect has been to 
enable the established suppliers 
individually to maintain their own 
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lectively, even though not collu- 
sively, to prevent a late arriva 
from wresting away more tha 
an insignificant part of the mar 
ket,” the court held. 

“If, indeed, this were a resul! 
of the system, it would seem un 
important that a short-run by 
product of stability may have bee: 
greater efficiency and lower cosi: 
for it is the theory of the anti-trus 
laws that the long-run advantag. 
of the community depends upo:, 
the removal of restraints on com- 
petition.” 


es Justice Douglas protested tha: 
“theories which the court has rea | 
into the anti-trust laws have fa- 
vored rather than discourage: 
monopoly.” 

While price fixing, patent mo- 
nopolies and other unlawful tac 
tics have been broken up, Justic« 
Douglas continued, “when it come: 
to monopolies built in gentleman], 
ways—by mergers, purchases 0! 
assets or control and the like—the 
teeth have largely been drawn 
from the act. 

“Today there is vigorous com- 
petition between the oil companies 
for the market. That competition 
has left some room for the sur- 
vival of the independents. But 
when this inducement for their 
survival is taken away, we can ex- 
pect that the oil companies will 
move in to supplant them with 
their own stations. There will still 
be competition between the oil 
companies. But there will be a 
tragic loss to the nation. The small 
independent business men will be 
supplanted by clerks.” 


s Justice Jackson’s dissent char- 
acterized the oil retailer as “a con- 
duit from the oil field to the driv- 
er’s tank, a means by which the 
oil companies compete to get the 
business of the ultimate consumer. 

“It seems to me, if I must de- 
cide without evidence, that these 
contracts are an almost necessary 
means to maintain this all-im- 
portant competition for consumer 
business in which it is admitted 
competition is keen. 

“It may be that the government, 
if required to do so, could prove 
that it is a bad system, and an il- 
legal one. It may be that the de- 
fendant, if permitted to do so, can 
prove it is in its over-all respects, 
a good system, and within the 
law, but on the present record the 
government has not made a case. 

“If the courts are to apply the 
lash of the anti-trust laws to the 
backs of business men to make 
them compete, we cannot in fair- 
ness also apply the lash whenever 
they hit upon a successful method 
of competing.” 


Joins ‘Progressive Grocer’ 


Edward Rogers, formerly in the 
merchandising department of Mc- 
Call Corp., has been named eastern 
sales representative of Progressive 
Grocer, published by Butterick 
Co., New York. 


RCA Appoints Haecker 

‘Carl V. Haecker has been a)- 
pointed merchandise manager °f 
the RCA Victor division of t'°© 
Radio Corp. of America, Camde , 


standing and at the same time col-|N. J 


838,000 in 1948. 


average. 


Spendable income 
over half-a-billion dollars! 


. . . Net Effective Buying Income of Fort Wayne 
and its ABC Retail Trading Area totaled $578,- 


Wayne topped all Hoosier cities in spendable in- 
come per family and is 56% higher than the state 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Zone 
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OF FIELD & STREAM READERS 
ENJOY HOBBIES OTHER 
THAN SPORTS 


Get the Facts and Figures about 
your products and the sports- 
man’s market from Field & Stream 


Not just general information, but reliable 
and authentic facts and figures about your 
product—the market-use habits, owner- 
ship, buying intentions, sporting goods § 
dealer attitude, and a wealth of other facts 
you can use to make your advertising 
dollars produce better results. 

A complete set of facts and figures about 
your own business is available at no cost 
from any Field & Stream advertising 
office. 


FIELD & STREAM 
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Point-of-sale for more than 7 


FIELD & STREAM 
ADVERTISING OFFICES 


PACIFIC COAST 


William F. Coleman, 
1038 pany meeeins. 
Seattle 1, Washington. 
Telephone: ELliot 431 


CHICAGO 


J. Williams Macy, Western Mar., 
Wrigley Building, 

Chicago 11, Illinois. 

Tele : WHitehall 4-4536 


IT’S A FACT THAT FIELD & STREAM IS FERST IN ADVERTISING 


More advertisers used more space in Field & Stream in the first five | 
months of 1949 and for the past 39 years than in any other sportsman’s 
magazine—because they buy advertising on facts and figures. 


*Pages of advertising carried by three leading sportsman’s magazines dur- 
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Appoints John Aboya 


John Aboya, formerly United 
Press bureau manager in Mil- 
waukee, has been named assistant 
news bureau director of Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee. He succeeds George But- 
ler, who has been made sales pro- 
motion manager of the Columbus, 
O., division of International Der- 
rick & Equipment Co. 


Two Appoint Goff Agency 


R. W. Goff, Inc., Providence, 
R. L, has been named to handle 
the advertising of Atlas Glass Co., 
Providence, using direct mail and 
newspapers. The agency also has 
been appointed to conduct a test 
campaign for King Fastener, Inc., 


-East Greenwich, R. I., manufac- 


turer of stapling machines. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


< / Artkratt® Corporation 
900 Kibby St., Lima, , U.S.A. 
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Grove Buys Pfunder, 
Moves Fitch Offices; 
Cohen Handles All 


New YorkK—Harry B. Cohen Ad- 
vertising Co. last week was named 
to handle another acquisition of 
Grove Laboratories—Pfunder’s an- 
tacid tablets. 

Grove salesmen have previously 
sold the line; the company last 
week acquired the right to manu- 
facture and sell the tablets from 
the estate of F. H. Pfunder, Minn- 
eapolis. 

On June 16, ownership of F. W. 
Fitch Co. passed formally into 
Grove’s hands, and the company 
announced that the Fitch products 
will be known as the “F. W. Fitch 
division” of Grove. Executive of- 
fices will be moved to Grove’s St. 
Louis headquarters, where all sales 
and billing activities will be 
centered, although shipment of 
Fitch products will still be made 
from Fitch plants in five widely- 
scattered cities. - 


The over-all executive lineup 
will be: James H. Grove, presi- 
dent; L. A. Smith, vice-president 
and comptroller; Frank F. Bell, 
director of sales; A. S. Bland Jr., 
sales manager; Robert J. Piggott, 
advertising manager; and Gene 
K. Foss, merchandising manager. 
All have been Grove executives. 


Goodall Fabrics Names Two 


Russell Harding has been named 
director and Eugene Frost, assist- 
ant director of design and styling 
of Goodall Fabrics, Inc., New York. 
Both have been with Goodall for 
two years. 


Standard Brands Names Otto 


Standard Brands International 
has named Robert Otto & Co., New 
York, to handle a new product, 
Royal powdered whole milk. Cam- 
paigns are being prepared for a 
number of markets abroad. 


Tandy Names Mott and Baker 
John H. Mott and Ernest W. 
Baker Jr. have been named ac- 


count executives of Morris F. 
Tandy Co., Detroit. 


Putman $1,000 Award 
Goes to Lyon Metal 
at NIAA Conference 


BurraLto—Leonard B. Rhodes, 
advertising manager of Lyon Metal 
Products, Inc., Aurora, IL, and 
Gordon E. Taylor, of Reincke, 
Meyer & Finn, Inc., Chicago, its 
advertising agency, each received 


NIAA Conference 


$1,000 in winning the Putman 
award for the best presentation 
of a documented story of industrial 
advertising performance. The 
awards were announced at the 
opening luncheon of the NIAA 
here Monday. 

The judges also chose an entry 
to receive honorable mention, and 
citations were given to Richard C. 
Carr, advertising manager, Chemi- 
cal Division, Koppers Co., Pitts- 
burgh, and W. R. Heese, Batten, 
Barton, Durstine & Osborn, Pitts- 


IT’S EASY WITH 


THE 


RIGHT COMBINATION! 


If you’d like to live happily ever 
after with the beautiful sales poten- 
tial of the billion and one-half dol- 
lar Memphis Market, wed yourself 
to BOTH Memphis newspapers. It’s 
the only kind of bigamy which pays 
off with an optional daily combina- 
tion rate savings of 13c per line! 
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burgh, its advertising agency. 

In making the presentation, Rus- 
sell L. Putman, president of the 
Putman Publishing Co., empha- 
sized the importance of proving 
to top management that industrial 
advertising accornplishment can be 
measured and proven, and that as- 
sembling evidence of its effective- 
ness would do much to encourage 
increased use of advertising as a 
sales tool in periods of business 
recession. 


es Winners of panel awards made 
to advertisers by the Nationa! 
Industrial Advertisers Association 
were also announced at the open- 
ing luncheon. 

Top awards went to the Rub- 
berset Co., Newark (Doherty, 
Clifford & Shenfield) in the prod- 
uct classification; Fafnir Bearing 
Co., New Britain, Conn. (Horton- 
Noyes) in the institutional classi- 
fication; Carnegie-Illinois Stee! 
Co., Pittsburgh (Batten, Barton, 
Durstine & Osborn) in the direct 
mail classification; Heald Machine 
Co., Worcester, Mass. (Rickard & 
Co.) in the catalogs and sales 
literature classification; E. I. du- 
Pont de Nemours & Co., Wilming- 
ton, Del. (Batten, Barton, Dur- 
stine & Osborn) in the export class- 
ification. 

In the technical publications and 


_|handbooks classification, three first 


awards were presented, as follows: 
Tube Turns, Inc., Louisville 
(Roche, Williams & Cleary); Gid- 
dings & Lewis Machine Tool Co., 
Fond du Lac, Wis. (Cramer-Kras- 
selt Co.), and Carnegie-Illinois 
Steel Co. 

Carnegie-Illinois, which won the 
NIAA first prize for direct mail, 
was presented with a_ special 
bronze plaque for showman- 
ship in this field by the Direct 
Mail Advertising Association. The 
presentation was made by Frank 
Frazier. 

A total of 40 “second” and 
“third” awards was presented in 
the various classifications. 


Myron Elges Leaves KCBS 

Myron Elges has resigned as 
sales manager of Station KCBS, 
San Francisco, to devote his time 
to his personal properties and af- 
fairs. He plans, later, to resume 
an active role in the radio adver- 
tising industry. 


Mack Joins Peck Agency 

Norman A. Mack, who dissolved 
his own agency to join Buchanan 
& Co., has joined Peck Advertis- 
ing Agency, New York, as exec- 
utive vice-president. 


Jones Joins Huff Agency 

C. Douglas Jones has been 
named production manager and 
account executive of James W 
Huff Advertising, Dallas. 


SERVICE 

DIE CUTTING CO. 

155 Sixth Ave., N. Y. C. 
Algonquin 5-1740 


Mounters and Finishers 
of Window Displays 
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The skilled cartoonist can ring many changes on the theme of humor, as Paul Pinson . . . a notably versatile 
performer . . . illustrates above. Every basic technique of the vocabulary of advertising art: line, line and 
benday, wash, etc., can be applied to humorous illustration. Not less important, the principles of good design 


are essential to give maximum visual and selling impact to advertising humor. So you see, humorous 


illustration is a very serious business (for proof, scan the haggard features of any professional humorist). 
Certainly, we at C M & H give the most serious and craftsmanly consideration to fine comic copy. 


MORAL: To make humor pay an advertising profit, don’t take it lightly. 


COLLINS, MILLER & HUTCHINGS, INC., Chicago Photoengravers 
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11,430 8,034 
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| when advertised in the Journal-American 


... New York’s leading food medium! 


Food advertisers (from the man who processes is used as an advertising medium. The simple 
“hotcake” baking powder to the grocer who sells fact is: the Journal-American (six days or seven 
it over the counter) are quick to recognize selling days) consistently publishes more food adver- 
power. Accordingly, the best proof of Journal- tising than any other paper in New York. Here’s 
American productivity is the extent to which it the breakdown for the first five months of 1949: 


The Journal-American leads all New York newspapers in 
Total Grocery Advertising. 


The Journal-American publishes more than double the Retail 
Food Linage of any other metropolitan New York newspaper. 


The Journal-American publishes more Retail Food Linage 
than the next 2 evening newspapers combined. 


The Journal-American publishes more Retail Food Linage 
than the entire morning newspaper field. 


~~ 


YOUR STORY STRIKES HOME IN THE 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Salesmen Hold 
Prosperity Key, 
USS v.p. Avers 


Editors See Business 
Drop-off as Relatively 
Mild, About Half Over 


BurraLo—The maintenance of 
prosperity in the United States will 
depend on the 500,000 men in the 
selling activities of business, David 
F. Austin, vice-president in charge 


of sales of United States Steel 
Corporation, told the National In- 
dustrial Advertisers Association in 
the keynote address at the opening 


NIAA Conference 


luncheon of the convention here 
Monday. 

“The jobs, the income, the hap- 
piness, the hopes, the fate of more 
than 140,000,000 Americans will 
rest largely in their hands,” he de- 
clared. “Will the future bring us 
depression or prosperity? They 
will decide, Will we have inflation, 
deflation, or return to a sound 
economy? They will decide. Will 
we be able to supply the jobs re- 
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COMPANY 
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quired to insure prosperity for our 
country—or will we have apple 
vendors on the street corners? The 
salesmen of America will decide 
these things, not by what they say, 
but by what they accomplish. 


ew “They, as a group, supported by 
engineers, production men, trans- 
portation men and by the fire- 
power of advertising, will have 
more effect upon the permanence 
of peace than all the diplomats, 
more effect on wages and real 
prices than all the negotiators. For, 
unless every single salesman in this 
country succeeds in his efforts to 
sell the products of the looms, of 
the rolling mills, of the forges, of 
the presses, of the farms and mines 
and factories, that version of Am- 
erica which our generation holds 
so closely to its heart will remain 
a mythical hope based on wishful 
thinking. 

“It is much more important for 
a business to own a market than 
a mill. Anyone with capital can 
erect the nearly perfect source of 
supply, but unless the product can 
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New Readership Study Shows 


Remarkable Departmental Penetration 
of HOSPITAL MANAGEMENT 


88.56% of Superintendents report routing 
of the magazine to department heads! 


This is a progress report to our advertisers, 
and an invitation to all sales and advertising 
executives who want to do the most thorough 
possible selling job in the hospital field: 


Five years ago, when our first penetration study was made, 75% of 
superintendents reported that they routed HOSPITAL MANAGEMENT 
to their department heads. In the survey just now completed, the figure 
is 88.56%. Here is the most emphatic proof imaginable that our editorial 
departmentalization is giving you the penetration you need to do a 


complete and effective selling job! 


The new survey also shows that HOSPITAL MANAGEMENT is read 
in an average of 5.24 departments per hospital, and (since there is often 
more than one reader in a department) by an average of 6.87 executives 
per hospital. This means a readership audience of over 35,000 hospital 
executives! Is it any wonder that those who know the market best con- 
sider HOSPITAL MANAGEMENT a “must” buy in this field? 
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® The only hospital publication which is a member of both ABC and ABP @ 


* Send for a copy of the complete readership report. You will find it interesting and valuable. 
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be sold at a profit, the physical 
property represented by the pro- 
ducing unit becomes a heavy 
liability. 

“The sellers—the commercial re- 
search men, the market develop- 
ment men, the advertising men— 
the peddlers, if you please—are 
once again about to become the 
prime movers in the economic pic- 
ture.” 


s Mr. Austin characterized adver- 
tising as the “firepower” back of 
the sales attack, and urged indus- 
trial advertising men to realize the 
importance of their jobs as com- 
pared with the more glamorous 
tasks of those in the field of con- 
sumer advertising. And he criti- 
cized management for minimizing 
the value of advertising in ac- 
complishing more economically 
the preliminary steps in the sales 
process, and for thinking about it 
only at budget time. 

Another view of the part indus- 
trial advertising plays in the eco- 
nomic picture was given by Dexter 
M. Keezer, director of the depart- 
ment of economics of McGraw- 
Hill Publishing Co., who was 
moderator at an editors’ panel 
Monday afternoon to review bus- 
iness conditions. He said that from 
the economist’s point of view, ad- 
vertising is a disturber of the 
peace, since it emphasizes booms 
and busts by increasing demand 
through increased advertising ex- 
penditures in periods of prosperity, 
and by reducing it through reduced 
expenditures in periods of declin- 
ing business. 


ws “Gearing advertising budgets to 
sales,” Mr. Keezer said, “rocks the 
boat in both directions. If adver- 
tising is to make its contribution to 
stability, advertising must be in- 
creased when sales fall off. The 
advertising budget is usually 
chopped just when it is needed 
most to restore sales volume. It is 
economic foolishness not to in- 
crease its use as sales resistance 
rises.” 

Mr. Keezer and most of the edi- 
tors on his panel took a relatively 
optimistic view of the business 
picture, with emphasis on the fact 
that reduced sales have reflected 
primarily the effort of buyers to 
use up high-priced inventories, and 
that pressure for materials will 
force most industrial buyers into 
the market relatively soon. 

However, Dr. Richard Glenn 
Gettell, chief staff economist of 
Fortune, emphasized the psycho- 
logical factors involved, and said 
that stagnation is the curse of 
capitalism. For the economy to 
move ahead, he pointed out, enter- 
prise must be in evidence, and 
management should show a will- 
ingness to reduce prices rather 
than lay off workers. For every 
production worker laid off, he sug- 
gested, business should add another 
salesman. 


a The editors who participated in 
the panel included Earl L. Shaner, 
Steel; Frank Tighe, Motor Age; 
Edward G. Gavin, American 
Builder; John C. Fonville, Textile 
Industries; John Mellecker, Chem- 
ical Engineering Catalog; Frank 
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K. Lawlor, Food Industries; Ron aly 
A. MacEachern, Financial Ps 


= 


Toronto, and Stuart Heinritz, P ir = 


chasing. z 
Based on operations in he ' 
metals industries, Mr. Shaner p-e- Be,2, 

dicted that the current decl ne 

in which supply has overtaken ie- 

mand, will not create a recess »,§§|_-—""~ 
of marked degree. Mr. Tighe «ici Mahe 
there is a good prospect that 1 408. r Pres 
automotive production will bra WASH! 
the old 1929 record in number: o mie a 
vehicles produced, possibly reach 44 «g, 
ing 5.5 millions this year, but thatfl 


demand for heavy duty trucks nag ree 
slumped severely and sales are 404 weet 
ing ahead only in the light trick be unps 
field. He estimated the total auto ional ec 
motive market, for new cars en@ on the 
service, at about $17 billion fo; ik of 


1949, approximately the same vol ish”; 
ume as last year. ig hten ti 


‘ louse ¢ 
s Mr. Gavin said that the build4.nvince 


ing outlook is good for the nex@#jme for 
six or seven years. Prices are nowfi/th of 
15% less than in 1948, but are unti: spend 
likely to decline much further be¥ sen J 
cause of fixed costs and taxesflyyo.), 
which represent almost one-thirdbressiona 
of the total cost of new buildings uspects 
He predicted that 850,000 units willl. prolon 
be built this year, and said thafhip. Beg 
the future market will requirdinancier 
500,000 new units a year for nor4rnment 
mal requirements, but that 350,000fpere sho 
more can be sold with good mer-fcarcity « 
chandising. d of hi 
Mr. Fonville said that the textilesset val 
industries have received poor pub-| The g 
licity, but that conditions are muchfmay get 
better than reported. While pro-fbsence 
duction is down from the war andgovernms 
postwar peak, it is well ahead offike any: 
the previous period. Mills are buy-§ng clear 
ing cautiously, but they are plen-holding 
ning improvements to cut costsJftomorro 
Synthetic fibers will continue t: 
gain at the expense of cotton, un- 


Supren 
less cotton prices are reduced) > te 
through greater mechanization i dissent 
production, he predicted. iates hat 

bf Califor 


s Mr. Mellecker said that many off}; comp 
the new ideas developed in thefions By 
chemical process field cannot bebjified th 
held back, and for that reason§ Califor 
equipment buying will remain ac-§nto Sher 
tive. Mr. Lawlor saw a rosy out-hany-ow 
look for food processors, with foodfarge a pe 
consumption per capita 12% aheadfness An 
of prewar. Most food products havahendents, 
shown sharp increases in consump-fyoids mi 
tion, but some have not maintainedhosts suc! 
their prewar stride. Baby foods an@nents for 
frozen foods are having a spectacu 
lar increase. 


Mr. MacEachern reported the re Prey 
markable increases in industriafi.., i¢ , 
activity and rises in the standard). at mj 
of living in Canada as the resul}, items | 
of its expansion during the war ecessity 
As an exporting nation, he saidq,..,, pod 
that Canada is keenly intereste’' "$0. note 
what happens in the United Stitey.... mili 
and in Europe, and he expressed, brust 
the hope that this country will nOG)-..6q p 
talk itself into a depression. will 

Mr. Heinritz said that in us $ On | 
trial purchasing has been red! C€@o) fined 
during a period of inventory 'e#f thing 
duction, but that stocks are 0V 't be 
close to a working minimum H@y) ject to 
believes that the decline has a )0u 
half run its course, and that thf ( omme 
trend will be upward in the fo irtie ty “yw 
quarter. D Louis | 

e K to 
« nomics 


‘gel 
éta- 


hissy. 
o Sal Cols 


All branches of illustration a \¢ 
commercial photography, ‘9 
black and white and colo: — 
prints and transparencies. Ph '0 
retouching. 
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Mahoney to Seek Reasons 
.t Present Business Dip 

WASHINGTON—Presidential eco- 
mic advisers are said to feel 
at “depression psychology” is 
hssuming dangerous proportions. 
me of them are advocating anti- 
Hepression measures which will 


trucks, unpalatable to the congres- 
aU \0-Ri onal economy bloc. 
S &nd@ On the hill, there is considerable 
nm ‘o%-ik of a “two to four billion 
© volfiash” in federal spending to 
ighten the tax load. But the White 
_ JHouse economists are reported 
buildfonvinced that this is an unhealthy 
' nhexGime for government—source of a 
© nowsifth of all business—to curtail 
re Units spending. 
er be# Sen. Joseph C. O’Mahoney (D., 
taxesfivyo.), chairman of the joint con- 
-thirgfressional economic committee, 
dingsBuspects that delayed purchasing 
ts wil%s prolonging the present business 


1 tha@ip. Beginning July 8, he’ll call 
-quir@iinanciers, business men and gov- 
. nor-#rnment officials to find out why 
50,000@f{here should be unemployment and 
mer-§carcity of equity capital in a per- 
od of high profits and unchanged 
sset values. 

The government’s own record 
may get special attention. In the 
: bsence of contrary instructions 
ir andgovernment purchasing agents act 
‘ad offike anyone else. They are stay- 
» buy-fng clear of the declining market, 


extile 
* pub- 
muc 
. pro 


plen-folding off for a “better” price 
costs. Ftomorrow.” 

ue tc aes 

1, un- 


Supreme Court Justice William 
duced) Douglas hit the headlines for 
On Mh dissent charging that his asso- 
iates have “invited” Standard Oil 
bf California to build an “empire” 
any Ol}f company-owned service sta- 
n thefions. But he may have over-sim- 
ot beblified the issue. 
easong§ California Standard could run 
In aC-Ento Sherman Act troubles if com- 
y Oul-bany-owned stations controlled too 
n foodfarge a percentage of gasoline bus- 
aheadiness. And, by dealing with inde- 
shav@bendents, California Standard 
sUNP-hvoids management headaches and 
tainedhosts such as social security pay- 
is andnents for employes. 
ctacu ses 


American Retail Federation will 
Rive Congress shortly a list of 
tems it considers appropriate for 
ale at military PX stores. Limited 


he re 
ustria 
ndar¢ 


res\"to items for personal comfort and 
> Wal hecessity, it is designed to elimi- 
= *ai“hate complaints that PX stores 
ste: ompete unfairly with retailers 
Stolefear military bases. The federa- 
ress€“fion brushes aside the olive branch 
ill 20% fored by PX officials who say 
‘ hey will collect federal excise 
in USHes es on all future sales. “If they 
cdi c€Gon fined themselves to the kind 
ry '@@f thing they ought to sell, they 
e \OWMo.'t be selling anything that is 
m - ul ject to excise tax,” retailers say. 
ano aes 

at th@l (ommerce Department gave a 
fo "he: ety “welcome back” last week 


0 .Ouis Paradiso, who has come 
to the Office of Business 
nomics after a two-year test of 
attractions of private employ- 
it. One of the most highly re- 


—_ ak 


Bughout the U.S.A., the besi-informed 


XPORT MANAGERS 


and 


PORT ADVERTISERS 


ery week read 


20 Vesey St. 


By STANLEY E. COHEN, Washington Editor 


spected of all government econo- 
mists, Mr. Paradiso is to be chief 
statistician of the Office of Bus- 
iness Economics. Among his proj- 
ects will be new county-by-county 
figures on sales and income. 
gee 

The joint congressional commit- 
tee on printing, which supervises 
all government printing activities, 
bought nearly 30,000,000 pounds of 
paper last week for $2,800,000. 
Bids covered 99.99% of all lots, the 
highest coverage obtained since 
before World War II. And the 
price was down 4%, the fifth suc- 
cessive quarter that paper price 
decreases have been recorded. 

aes 
A lot of people are still trying 


to make up their minds whether 
or not the O’Mahoney bill (S.1008) 
settles the “basing point price” 
question. U. S. Chamber of Com- 
merce says it is a good bill; that 
it abolishes the “mill net” concept 
behind many FTC price discrimi- 
nation prosecutions. The CIO News 
says the O’Mahoney bill elimi- 
nates any possibility of the basing 
point system as formerly used for 
steel and cement. And Herbert 
Bergson, assistant attorney gen- 
eral in charge of anti-trust ac- 
tivities, says: “It doesn’t broaden 
the anti-trust laws and it doesn’t 
narrow the anti-trust laws. It 
merely reiterates the laws as we 
conceive them today.” 


‘Hollywood Calling’ to Bow 
July 10; Gruen May Sponsor 


“Hollywood Calling,” NBC’s 
long-awaited giveaway, is sched- 
uled to bow Sunday, July 10 at 
6:30 p. m., EDT. The jackpot is 
said to be approximately $30,000. 
The new hour program is a Lou 
Cowan package, featuring motion 
picture stars. Gruen Watch Co. is 


; 


expected to sponser 30 minutes of 
it in the fall. 

Dean Martin and Jerry Lewis, 
whose summer deal with Lever 
Bros. did not materialize, will move 
into Bob Hope’s time—Tuesday at 
9 p. m., EDT—but as a sustainer. 


Quality Group Names Harris 


Joel G. Harris, formerly assistant 
publisher of the Atlanta Georgian 
and Sunday American, and adver- 


tising manager of G. Krueger 


Brewing Co., Newark, has been 
appointed manager of the Quality 
Group Weeklies of New Jersey, 
Bloomfield. 


Manufacturers’ Group Elects 


N. A. Hesler, president of Enamel 
& Heating Products Ltd., Sack- 
ville, N. B., has been elected pres- 
ident of the Canadian Manufac- 
turers’ Association. 
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... like California without the 
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barren MORE to California than just coast. There's a 
third big market inland. It’s the Gold Rush country 
of 1849—now known as the Billion Dollar Valley. Here 
gross buying power tops 2! Billion . . . and total annual 
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C 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * Detroit * Chicago * Sen Francisco 


retail sales exceed all of San 
San Diego's combined.* 


bination—local or West Coast. 


latchy 


BA 


But keep this in mind: The Valley is an independent 
market, with little interest in outside newspapers. So to 
cover it. make sure your California schedule includes 
the strong /ocal newspapers—The Sacramento Bee, The 
Fresno Bee and The Modesto Bee. These three McClatchy 
newspapers blanket the Valley as does no other com- 


* Sales Management's 1948 Copyrighted Survey 
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THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


Francisco's and all of 
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NIAA Group Names Conway 
Michael E. Conway, advertising 
manager of Pacific Car & Foundry 
Co., has been elected president of 
the Industrial Advertisers Asso- 
ciation Council of Western Wash- 
ington, chapter of the National 
Industrial Advertisers Association. 
Other officers are: Beall McCul- 
louch, Security Printing Co., vice- 


president; Henry Hornlein, adver- 
tising manager of Sweden Freezer, 
secretary, and John M. Smith, 
Standard Oil Co., treasurer. 


Murray Hecds Ad Guild 
Douglas Murray, Iron Fireman 
Co. of Canada, has been elected 
president of the Advertisers’ Guild, 
Toronto. Other officers are Clare 


3 


promotion. 
nominal added cost. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


2” x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
Synchronized sound attachment at 


ADMATIC PROJECTOR COMPANY 


Write for complete 
details and price. 


111 West Jackson Blvd., Chicago 4, Ill, 
ADMATIC OF CANADA, 69 York 5t., Toronto 


Truscott, National Paper Goods 
Ltd., secretary, and Victor E. 
Brown, Canadian Department 
Stores Ltd., treasurer. 


‘NY Times’ Raises Price 


The New York Times has raised 
the price of its Sunday edition to 
20¢ outside of a 50-mile radius 
from New York. This makes the 
edition, according to the American 
Newspaper Publishers Association, 
the first Sunday edition of a daily 
U. S. newspaper to sell for 20¢. 


Launches Toothpaste Drive 


Anti Decay Drug Corp., New 
York, has launched its initial cam- 
paign-on DK ammoniated tooth- 
paste in the New York market, 
with 456-line ads in evening pa- 
pers. Radio also is scheduled. Dun- 
ay & Rader is the agency. 


Kirkman Leaves Welch 


James A. Kirkman Jr., who 
joined Welch Grape Juice Co., 
Westfield, N. Y., as advertising 
director in April, resigned last 
week. He was formerly merchan- 
dising director for Ellington & Co., 
New York. 


Ferraro Joins Woodin 


Louise Ferraro has become as- 
sistant to the president and space 
buyer of G. B. Woodin Co., New 
York. She was formerly in the 
media department of McCann- 
Erickson, Inc. 


Here is an excellent opportunity to see your product through 


the eyes of St. Paul consumers. 


The 1949 St. Paul Dispatch-Pioneer Press Consumer Analysis is the 3rd annual 
brand preference survey of the St. Paul Market. It is a 160-page, fact-filled re- 
search report which measures the primary demand of 130 product classifications 
and selective preference for 1,500 brands, including Foods, Soaps, Toiletries, 
Beverages, Home Appliances, and other general consumer buying habits. 


UPON REQUEST 


The St. Paul Consumer Analysis is ad- 

ditionally important to you for it is stand- 

ardized with consumer analysis studies 

conducted by 13 other newspapers 

throughout the country. These newspo- jf = ‘“**++... °° 

ee ieee ee ee a ee. NOS 

@The Milwaukee Journal 

@ Omaha World-Herald 

®@ Philadelphia Bulletin 

@ Indianapolis Star and News 

@The Columbus Dispatch 

@ The Fresno Bee 

@The Modesto Bee 

@The Sacraniento Bee 

@San jose Mercury Herald and 
News 

@ The Seattle Times 

@ Illinois Newspaper Markets 

@The Birmingham News and 
Age-Herald 

@The Salt Lake City Deseret 
News 
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MAY SALES OF CHAIN STORES 


May —% Gain m5 month———_,.% § a: 
1949 1948 or Loss 1949 1948 or | « 
Food Chains Aw 
Kroger Co........ $ 63,803,681 $ 64,980,595 — 1.7 $ 318,001,179 $ 311,853,983 + 24 
National Tea..... 20,455,927 20,564,416 — 0.5 104,550,354 103,485,012 4 1 
oo —~ eaaey 86,181,896 93,154,792 — 7.5 433,777,729 462,396,688 — 6. 
Group Total... .$170,491,504 $178,699,803 — 4.6 $ 856,329,262 $ 877,735,683 — 2, 3us 
Mail Order 
tSears, Roebuck. . .$192,601,565 $193,326,805 — 0.4 $ 685,098,186 $ 731,754,631 — 6, 
Spiegel .......... 9,629,098 9,970,924 — 3.4 46,068,410 49,457,804 — 6. 
tMontgomery Ward 100,334,199 104,611,740 — 4.1 358,939,807 402,728,107 — \\ ‘In 
Group Total... .$302,564,862 $307,909,469 — 1.7 $1,090,106,403 $1,183,940,542 — 7. 
Drug Chains Co: 
Peoples ......... $ 3,756,802 $ 3,781,493 — 0.7 $ 18,846,406 $ 18,224,928 + 3, 
Walgreen ........ 12,702,980 13,080,925 — 2.9 64,933.810 64,501,541 ~ 0; at | 
Group Total....$ 16,459,782 $ 16,862,418 — 2.4 $ 83,780,216 $ 82,726,469 1.3 
Variety and Miscellaneous Bur} 
Beck, A. 8. Shoe usine: 
MME cea ¥ ieee $ 3,373,239 $ 3,618,472 — 6.8 $ 16,046,545 $ 16,626,506 — 3.5 titori 
Bond Stores...... 7,065,177 6,683,922 + 5.7 35,235,261 $1,821,309 4 10.7 1torh 
@utler Bros....... 9,004,822 10,776,984 —16.4 48,316,338 60,385,189 — 199 » esday 
Colonial Stores,Inc. 12,685,947 13,125,252 — 3.3 67,295,715 67,233.779 4 ©) rket 
tDiana Stores.... 1,316,515 1,410,766 — 6.7 14,960,557 18,009,397 4 5 9— -'aTKe 
Gamble-Skogmo .. 11,087,914 13,034,800 +-14.9 48,892,580 57,535,260 — \5. 
Grant, W. T...... 17,982,476 18,699,798 — 3.8 80,211,046 79,384,835 4 1. 
tInterstate Dept. N 
OE cies csc 4,940,211 5,668,448 —12.8 19,246,873 20,245,671 — 5.4 
Kresge, S. S...... 22,041,289 | 21,774,436 + 1.2 103,269,965 101,731,471 + 1.5 
Kress, S. H....... 11,858,783 12,609,779. — 6.0 60,177,187 57,217,839 — 5. tion fe 
Lane Bryant, Inc 4,754,668 4,894,017 — 2.8 22,302,168 22,472,866 — 0.x 4 
tLerner ......... 10,625,319 10,981,384 — 3.2 40,072,854 37,851,835 + 5.99 achieve 
McCrory ........ 7,176,075 7,278,148 — 1.4 34,905,879 $4,503,734 the an 
McLellan Stores. 4,190,583 4,356,981 — 3.8 15,600,787 15,756,448 — 1.2. 
Murphy, G. C 11,168,355 10,445,068 + 6.9 50,965,467 46,709,539 + 9.\§ tional 
Neisner Bros...... 4,227,963 4,208,411 — 0.5 20,415,651 19,323,863 + 5.4 cociatic 
Newberry, J. J 10,470,621 9,953,577 + 5.2 47,135,627 44,040,009 + 7. 
Penney, J. C..... 69,280,711 69,375,528 — 0.1 805,052,863 290,400,219 + 5. Geor; 
Rose’s 5-10-25.... 1,165,711 1,293,981 — 9.9 5,502,802 5,396,981 + 1. ide 
Shoe Corp pres 
of America..... 2,891,543 2,848,289 + 1.5 12,976,247 12,374,427 + 4.9 Dunlap 
*Sterchi Bros..... 1,290,307 1,611,419 —19.9 a memb 
Western Auto.... 10,522,000 10,787,000 + 2.3 42,400,000 44,322,000 — 4.; : 
Woolworth, F. W.. 44,517,959 47,107,709 — 5.5 221,568,288 224,211,279 — \.gthis ye 
Group Total... .$282,342,881 $290,932,740 — 3.0 $1,312,550,700 $1,302,554,441 + Omifirst pl 
Combined Total.$771,859,029 $794,404,480 — 2.8 $38,342,766,581 $3,446,957,135 — 3. ae 
ors a 
*Not included in totals. tFour month period. {Ten month period. Wednes 
Winn 
Advertest Report drea, 83.3%; Teletone, 77.1%; 
Olympic, 71.9%; and Motorola ver te 


Shows RCA, Philco, 
DuMont Lead in NY 


New Brunswick, N. J.—More 
than 60% of the television sets in 
the New York metropolitan area 
were made by RCA, Philco and 
DuMont, according to an analysis 
of set ownership made by the tele- 
vision section of Adveriest Re- 
search here. 

Based on material in the com. 
pany’s monthly research reports 
(which, in turn, is based on 2,100 
personal interviews made in the 
past three months), Advertest 
found that RCA leads the field 
with 29.7% of the sets, Philco is 
second with 16.9%, and DuMont is 
third with 14.2%. 

Other makes, in order, were: 
G-E, 5.5%; Crosley, 4.7%; Emer- 


68.9%. Only 10% of the total num-§modern | 
ber of set owners interviewed wer — p. 
dissatisfied with their sets. & Mainte: 

Advertest also offered a reca- Ryf 
pitulation of the distribution of thefegiectricai 
seven most popular sets by incomegfsciile F 
group. “A” group is over $7,500§ For bes 
annually; “B” is $5,000-7,500; “C’}spasing. ¢ 
is $3,500-5,000; and “D” is underfindustrial 
ang The distribution is as fol-$,,50r bes 
ows: 


Certificate 
Domestic 


% % % % 0 ter tae 
MAKE A B 8 D J Butane-P1 
RCA 33.3 37.1 220 7. fe: Me 
Philco 12.3 31.6 40.4 15.7] Special 
DuMont 34.8 43.5 17.4 4.gtNintt 
G-E 22.2 389 33.3 5. sin 
Crosley 17.7 46.0 35.3 1.0 
Emerson 26.6 20.0 46.7 6. . ree oes 
Motorola 15.4 7.7 53.8 23.EMix Revs 
ton” wee 
Wright Leaves Schiaparelli pare Arts 


For best 


Anne Wright, for nearly siM#store ana 


son, 3.8%; Motorola, 3.5%; Trans-| years vice-president and general Furntebing 

vision, 3.2% ; Admiral, 2.6%; Fada,| sales manager of Parfums Schia4,, y A. 

2.4%; Teletone, 2.3%; Magnavox, | parelli, Inc., New York, will retirquetper; 5 

2.0%; Andrea, 1.7%; Olympic,|from the company at the end 0 sx 

1.5%; Zenith, 1.2%; Stromberg-|July. Her future plans will b4picctrical’ 

Carlson, 1.0%; and DeWald, 1.0%. | #®nounced later. Serviee Ba 

An additional 2.7% was divided Engineeri 

between Hallicrafter, Sightmaster, | Plans Sun Tan Lotion Drive ar 

TeleKing, Stewart-Warner, Garod,| Artra Cosmetics, Bloomfield, NJ PR 

Westinghouse and others. J., will spend $100,000 - a ty . vee 

Percentages of the various makes preg tbe we Fa A tarian Jo 

: > New Yo 

oS stie, Which were roperted par- Inc., New York. Newspapers, magq, “or best 

forming satisfactorily by the own- azines and radio will be used. jonthiy. ‘ 

ers were: DuMont, 98.0%; Trans- Yo tan 

vision, 97.0%; Zenith, 96%; De- WKBW Names Gittleson ~~ Some 

Wald, 95.2%; Emerson, 92.5%; , nlPacifie D1 

; ’ Norman A. Gittleson, former! 

Philco, 91.3%; RCA, 91.2%; Strom- anda 

7 -|sales manager of WGKV 40@ for best 

berg-Carlson, 90.5% ; Fada, 90.0%; WTIP, Charleston, Ww. Va., has beer—fo = Institu 

G-E, 89.7%; Admiral, 89.1%; Cros- named account executive of Stay a 

ley, 87.9%; Magnavox, 85.7%; An-|tion WKBW, Buffalo, N. Y. urnal 

Special 

Sgazine, | 

® Judges 

“ ition | 

>) omons 

FARMERS mee 

; Volr 


joining states. 


WIBW Tess 


Prefer WIBW because we've served 
their interests for 25 years. WIBW is 
the farm station for Kansas and ad- 
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__|t7 Editorial 
. | Awards Given to 


‘/ Business Papers 


(| ‘Industrial Marketing’ 
Contest Winners Revealed 
at NIAA Meeting 


BuFFALO—A record total of 67 
usiness papers were honored for 
litorial achievement here Wed- 
esday when winners of Industrial 
larketing’s 11th annual competi- 


of NIAA Conference 


(ion for business paper editorial 
achievement were unveiled during 
the annual meeting of the Na- 
tional Industrial Advertisers As- 
sociation. 

George J. Callos, executive vice- 
president, Klau-Van Pietersom- 
a Dunlap Associates, Milwaukee, and 
ja member of the jury which judged 
‘gthis year’s entries, presented 18 
first place plaques and 49 cer- 
tificates of merit to winning edi- 
tors at the NIAA luncheon here 
Wednesday. 

Winners were: 


7.1%; 
INDUSTRIAL PAPERS 


orola For best series of articles: plaque to 
NuM-§Medern Railroads. Certificates to Steel; 
| wer Textile World; American Builder; Aute- 
motive Industries; Electrical Construction 
& Maintenance; Materials and Methods. 
reca- For best single article: plaque to Iren 
Age. Certificates to Oil and Gas Journal; 
of the§glectrical Construction & Maintenance; 
ncome Pacific Fisherman; Textile World; Elec- 
trical World. 
$7,500§ For best single issue: plaque to Pur- 
): “Cc” chasing. Certificates to Modern Railroads; 
’ Machine Design; Steel; American Builder; 
under§industrial Canada; Pulp and Paper. 
s fol For best graphic presentation: plaque to 
t Industrial and Engineering Chemistry. 
Certificates to Architectural Forum and 
Domestic Engineering. 
ror best original research: plaque to 
Butane-Propane News. Certificates to 
Steel; Mining World; Electrical Construc- 
tion & Maintenance; Machine Design. 
Special awards: plaque to Chemical In- 
dustries. Certificates to Heating, Piping 
and Air Conditioning; Steel. 


MERCHANDISING, TRADE, 
EXPORT PAPERS 


For best series of articles: plaque to 
Your Business. Certificates to American 
Milk Review; Implement and Tractor. 

For best single article: plaque to Amer- 
ican Milk Review. Certificates to Ap- 
parel Arts; Paper Sales. 

For best single issue: plaque to Liquor 
ly sSlM[Store and Dispenser. Certificates to Home 
reneraFurnishings Merchandising; Apparel Arts. 
‘Schia For best graphic presentation: plaque 

“Jto Apparel Arts. Certificates to Bakers 
. retlr@ Helper; Dealer; 
end o Business. 
ill b For best original research: plaque to 

1 Electrical Dealer. Certificates to Motor 
Service Blue Book; Handbag Buyer. 
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Special award: plaque to . Domestic 
j Engineering. 
ve CLASS, INSTITUTIONAL, 
eld, N PROFESSIONAL PAPERS. 
a two4. For best series of articles: plaque to 
sui Veterinary Medicine. Certificates to Re- 
a 5 tarian; Journal of Chemical Education; 


Nasol§New York Certified Public Accountant. 
For best single article: plaque to Hotel 
nthly. Certificates to Physics Today; 
stional Engineer. 

for best single issue: plaque to Avia- 
ion Operations. Certificates to Progress- 
ve Architecture; Journal of Housing; 


4 90 
, Mas IM. 


rmer! Ps iy Drug Review; Hotel Manage- 
hent, 
V andi for best graphic presentation: plaque 
as beer—fo Institutions Magazine. Certificates 
yf Sta © Engineering Journal; Mast. 
best original research: plaque to 
A ournal ef American Waterworks As- 


ociation. Certificate to P.S.A. Journal. 
Special awards: plaque to Institutions 
agazine. Certificate to Physics Today. 


® Judges of the competition, in 
ad lition to Mr. Callos, were H. H. 
Siinmons, Crane Co.; N. C. Hurley 
r, Independent Pneumatic Tool 
‘; Volney D. Fowler, Electro- 


aftint Kleen Stik ee j 

‘ment ig recommen 

‘ all kinds of mounting, 

isting or sticking. It is 

ystal clear. Excess rubs 

f with the finger. 

At your dealer or 

write direct. 

1 CRAFTINT MFG. CO. 

3 Collamer Ave., Cleveland 10, 0. 7] 


Cralint 


een Men 


4 URE RUBBER CEMENT 


Motive Division, General Motors; 
H. T. Scribner, Russell T. Gray, 
Inc.; Walther Buchen, Buchen Co.; 
Taylor Poore, Tempo, Inc.; 

G. R. Stege Jr., Pepsodent; H. 
R. Bloomquist, Toni Co.; J. H. 
Platt, Kraft Foods Co.; L. B. 
Sizer, Marshall Field & Co.; L. O. 
Holmberg, Compton Advertising; 
A. E. Meyerhoff, Arthur Meyer- 


hoff & Co.; Wallace Meyer, 
Reincke, Meyer & Finn; Roger 
Wilde, Simmons Co.; Albert V. 


Scherer, Ohio Chemical Mfg. Co.; 
A. G. Ensrud, J. Walter Thompson 
Co. 


Appointed Sales Head 


J. Armand Desrochers, formerly 
director of finance, has been named 
director of sales of National Brew- 
eries Ltd., Montreal. 


KSL Appoints Two 


Gene Halliday, program direc- 
tor, has been named assistant sales 
manager of Station KSL, Salt Lake 
City. Edward Kimball has been 
appointed program director of the 
station. 


Three Name Whitehill 


Robert Whitehill, Inc., New York 
agency, has been named to handle 
advertising for Lampl, Inc., cos- 
tume jewelry maker; Cordray, Inc., 
suit manufacturer, and Lullaby 
Curlers, all of New York. 


‘This Week’ Adds Two 


Beginning Sept. 18, Miami Daily 
News and the Providence Sunday 
Journal will join the group of 
newspapers which distribute This 
Week Magazine with their week- 
end editions. 


Dutty Heads Agency's Radio 


Jon Duffy, formerly with Sta- 
tion KALL and Intermountain Net- 
work, Inc., Salt Lake City, has been 
appointed an account executive 
and radio director of Cooper & 
Crowe, Inc. 


Joins French & Preston 


Marjorie Dorrance, formerly as- 
sistant to Sol Paul, advertising di- 
rector of Broadcasting, has joined 
the copy staff of French & Preston, 
Inc., New York, working on food 
accounts. 


Red Agency Expands 


Red Advertising Co., Detroit, 
has opened larger offices in 1835 
Dime building. A large section of 
the new offices will be given to 
the newly created television de- 
partment. 


isan, 
ae ie 


Clark Joins Axelsen 


Cory D. Clark Jr., assistant di- 
visional advertising manager for 
Safeway Stores at Los Angeles, 
has joined Axelsen Advertising 
Agency, Salt Lake City, as ac- 
count executive and production 
manager. 


Stines Joins Meredith 


Frederick J. Stines has joined 
the advertising sales promotion 
department of Meredith Publishing 
Co., Des Moines. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


Bhentis Fowl Company 


11 EAST WALTON PLACE 
CHICAGO I1 


ow to Avoid Distorted Reflections 


Less spoilage, less make-ready mean a better job with 


@ Did you ever stop to think what an important part 
water plays in the success or failure of a piece of printed 


literature? 


Take an ordinary dry sheet of printing paper, expose 
it to the moist air of a press room, and it starts taking 
on water. It’s very likely to stretch or wave before the 


printing job is finished. 


This makes for lost time, lost 


tempers and lost customers. 


But now take Chillicothe Offset paper—that’s some- 
thing else again. This fine stock comes with the just- 
right amount of moisture already built-in. Take off 
the moisture-tight wrapper and it’s ready for the press. 
Ready to give an accurate reflection without distortion. 


THE CHILLIC 


real savings on overall cost. 


Chillicothe Offset invites 


without exacting a premium in printers’ skill. 


realistic reproduction 


CHAMOIS TEXT e 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


GREETING CARD PAPETERIES 


—ask us about them 


CHILLOTINTS 


CHILLICQ@THE. OHIO 
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THE PAPER CO. 


TREO ONY tae Get a 


® a * SLI ee hone be 7 eae © al ‘ga be ay ee Ate anol ae le =o we © ee oe cS ae a, et a nee ae = 
=o igs coil e% ORS Meas or ee ees Sy nae, Sie iiss aes gs are en pees % here re ; ne ee ewe ao an my oe An ec ree, es 
Soe ee bees ie js hates os P ae (oboe eae gia eae ay We dot) Sl Sera Mpeeen Site : fia ae Pr det celeste Pati 
= | yr nes ti ae a 3 ee ener 7 ae ta Ri ree ee at ae a ate eye ae ae soit Fe ee? : a Fe eee : er Aten al — fi. ae * 
F ee ee 
. wee | 
39 Te 
| , ; a ee 
ere eee ae 
ty ad Se 
ta 
| ee ae 
— eile 
a 
Pe 
Sees Se 
= 
— 35 PO -— vane 
u <2, ee 
i Teste Sie ees 
ery PY or 
+ 15.0 | | 
ES SPSL TT LT ee i). 3 
r Xe, itd aol 
» + 
; | 
| anne 
J eta: 
3 En ie 3 ie 
) — ia: eterna 
A ein a 
; ae 
b— | | 
se > See ‘ea 
= at , ss 3 | 
: ’ oe 5 $ on og pig : : 
as - 4 7 ey ; a a f 
| } i ee 
é, Ge ee 
‘ Ly 
) S 
4 | 
ig 
— . Pe 
y é ; ie ‘ a 7 
. 4 a - ad | 
ag ‘ . 
tes * Er 2 
>. ” ’ : 
i iad ; — - ie 
“f ae waded : - “" 
7 x ra aaa EE es s 
: * Jat. & a | 
ee ss «ties _ . aod ¢ , ie 
de: Set 1 ed # * 
’ s a ‘ ao - e 
» Kes rae ite oi - . é A. a — ae oes 
aq oe A ini ee ed is F “ 7 a aD 
) ~ pie a i 3 3 
S a comet +t ip es sii 
——— a 
Uo ae ae | 
Be eg PREECE ee ae 
4 er ee ‘ee eee iy cs " ey — 
: oa 
io, 
= 
, ia 
o 
“fp 
7 : 
ie 
ee _ 
a 
i ™ 
PO ac Pes: ; 
fare i Sa 
ee sot earl 
| a 
We iia 
a ae 
Atha a a 
Se i epee Ci cr 
~~ Bs ait 
| 4 a > aes 
5 ice 
tiptoe 
oc 
* RL 
tee LAY FLA | 
SSUES ; . 
meaigegs 2 Epa oe . | 
5 ow i t h i | 
=" vy 
—" Vg. 
ae “ - 
Wh * ° , = 
= \\ = eee! 
Y eo 
: &y Se 
= Y ser 
ig ) Rae 
- eausiss ” 
_ _— a en 
(tie. ee ate 
i ahh. ga 
. i, eee ee 
tn Hy 2 ie 
’ = 
| , , 5 ry ie, : . . =. 5 f " : ‘ 
Cc ge eee ee Te oe ; : eer Saree a pe Hoe ial betty pe ee Ree aes eee ae ae ig hte : an aarp a tt 
Dee ach oe ae eg eee |p eee ane ie UR Ee oy oC Oe eae es eet eae nM ee east Ra aaa Op ere ok ye es aman Tey Meee ag NN ge ree Naty Se chee ia aay Pes Leer ee) ek” fey ee ee ea age hm er ; ; Ae Rabe seit age Tee ere oe at , a evan ae DROS DRS oc NR el ie ek a a 
BP Ape Soest eer a ea Se Cnet lien a Ui RENE CON REL ee AC as cap tetath a Ao iain Noms Lethal Sed Pek EERE ee eae gree e Be ce MA oe RS kT Pa testy Ste ak, oe PEAS NPN PE SCONE E PONE MY ee Se CI Cn Ss 
O35 : r oe eed. aK ra at Nog ot ne ay 5 4 a bee ROTEL ae ee See NS OMT SORIA POE Sak pe ee PES Gee oe Ce Sige et We ee Lee es 


Dolan New NIAA 
President; 1,200 


Attend Sessions 


3,600 Members Make 
Industrial Association 
Biggest Admen’s Group 


BurraLo—The 27th annual con- 
ference of the National Industrial 
Advertisers Association at the 
' Hotel Statler here last week was 
the largest in its history, with a 
registration of 
. more than 800 
‘and total at- 
_tendance of over 
1,200. The asso- 
ciation announ- 
ced that it now 
has nearly 3,600 
members, largest 
of any advertis- 
ing association, 
and 34 chapters. 
' Bernard H. 
Dolan, merchan- 
dising manager 
of Peter A. Frasse & Co., New 
York, was elected president, to 
succeed William A. Marsteller, 
Edward Valves, Inc., East Chi- 


Bernard Dolan 


(Simpson-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE email 


cago, Ind., who has been the head 
of the association for the past 
two years. Mr. Marsteller was 
presented with a handsome wrist 
wetch by the directors of the as- 


NIAA Conference 


sociation at the opening luncheon 
on Monday. 

Eight vice-presidents were cho- 
sen, as follows: W. B. Montague, 
district sales promotion manager, 
Westinghouse Electric Corp., Pitts- 
burgh; J. F. Apsey Jr., advertis- 
ing manager, Black & Decker Mfg. 
Co., Towson, Md.; Milford R. Wad- 
dell, Black, Sivalls & Bryson, Inc., 
Kansas City, Mo.; A. R. Tofte, ad- 
vertising manager, Allis-Chalmers 
Mfg. Co., Milwaukee; William D. 
Crelley, General Electric X-Ray 
Corporation, Milwaukee; Dar 
Johnson, Hyster Co., Portland, 
Ore.; H. James Christy, Eastman 
Kodak Co., Rochester; and W. A. 
Bates, advertising manager, Steel 
Co. of Canada Ltd., Montreal. 

Adin L. Davis, advertising man- 
ager, Worthington Pump & Ma- 
chinery Corp., Harrison, N. J., 
was chosen secretary-treasurer, 
and Blaine G. Wiley was re- 
elected executive secretary. 


s Harold Wilt, J. Walter Thomp- 
son, New York, reported for the 
committee which has been study- 
ing audit forms for business pa- 
per circulations. He said that 
since the ABC proposed standards 
for auditing the unpaid portion of 
business paper circulations, and 
suggested a test in Canada, the 
committee has approved the stand- 
ards as practicable and attainable. 
However, it has recommended that 
the first stop date be made 12 


copy writer-supervisor. 


: , 
ing business. 


sharing and pension plans. 


pretty complete letter? 


ever wrote... 


Box 7382, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


P.S. All replies in the strictest confidence, of course — and our 
staff knows of this advertisement. 


e Here is a Most Unusual 
Opportunity for a 


Top Copy Man 


1 ys of the country's major advertising agencies —a 4-A 
agency with a 40-year record of success — needs a top 


He must be a sparkling idea man, a talented writer, and a 
good organizer — both of his own work and of the writers and 
layout men who will be working under him. He should have a 
sound agency background, and it seems essential that he have 
experience in the highly competitive “hard goods" field, as 
represented by such products as home appliances, automobiles, 
etc. He should feel at home writing — or supervising the crea- 
tive work — for any media from direct mail to national radio 
(and television when the need arises). 


To the man who most nearly meets our needs we can offer 
the kind of opportunity that appears but rarely in the advertis- 


You'll be the creative supervisor on one of our most important 
accounts and a key member of our organization right from the 
start. You'll work with congenial and knowledgable people, both 
here in the agency and ‘“‘out at the client's’. You'll write your 
own ticket, so far as increasing responsibilities are concerned — 
and we believe in good pay for good work. Your starting salary 
will be comfortably up into the five-figure bracket. 


There are life insurance benefits — and very interesting profit- 


Does it sound like the kind of opportunity you've often hoped 
would come your way? Then why not sit down and write us a 


You know, it could turn out to be the most fortunate letter you 


America’s Top Retailers Hail 
Pos®s as “Ome of the Greatest 
Advances in Women's 
of All Time” 


Wear 
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DOUBLE SALE—Edison Distributing Co., Detroit, in this spread in Women’s Wear 
Daily reproduces the couponed full-color page it ran in Life introducing the Poses 


bra and urges retailers to take advantage 


of this “ready-made market for millions.” 


Every sale is a double one, it says, because the wearer needs a bottle of Posetape, 
Rejuvenator, “miracle adhesive that makes Poses as good as new after every wear- 
ing.” Future ad plans, through MacManus, John & Adams, are under wraps. 


months instead of six, and. also 
that signature requirements be 
eliminated. He said his committee 
has suggested that the test stand- 
ards be made available to pub- 
lications in the United States. 

Steve Daily, Owens-Corning 
Fiberglas Corporation, Toledo, 
chairman of the new committee 
on industrial exhibits, outlined 
plans for a standard audit of at- 
tendance at trade shows. A survey 
of the membership, with reference 
to interest in and use of space at 
shows and exhibits, will be made 
shortly . 


es Bennett Chapple Jr., United 
States Steel Corporation, Pitts- 
burgh, said that the second case 
history of advertising budgetary 
practice will be released shortly, 
and that a third will be published 
next fall. It has been decided to 
resume making an annual study 
of budgets, based on a pretested 
questionnaire used in Pittsburgh. 

Harry G. Hoffman, Hoffman & 
York, Milwaukee, who as vice- 
president in charge of membership 
has traveled widely during the 
past year, reported the admission 
of five new chapters during the 
year—British Columbia Industrial 
Advertisers Association, Vancou- 
ver; Oregon Industrial Advertis- 
ers Association, Portland; Indus- 
trial Advertisers of Colorado, Den- 
ver; Oil Capital Chapter of NIAA, 
Tulsa; Hudson Valley Industrial 
Advertisers Association, Albany, 
ke 2B 


s Blaine G. Wiley, executive sec- 
retary, who has completed his 
first full year’s work since taking 
over the headquarters manage- 
ment, reported that he had trav- 
eled 32,000 miles during the past 
year, and has made 61 chapter 
visits. He outlined plans for ad- 
ditional member services during 
the coming year. 

A number of changes in the 
by-laws of the association were 
voted, the only one which occa- 
sioned any debate providing for 
the election of two directors by 
each chapter instead of a director 
and an alternate. 

President Marsteller announced 
at the opening business session 
that Los Angeles was selected as 
the meeting place in 1950, and 
New York City for 1951. 


Lambertz to Business Music 
Karl J. Lambertz, formerly gen- 
eral manager of KFSA, Fort Smith, 
Ark., has been elected vice-presi- 
dent and general manager of Busi- 
ness Music, Inc., Dallas, franchise 
holder of Music by Muzak for Dal- 
las and Fort Worth. Clyde B. Mel- 
ville, manager of the Dallas office 
of Taylor-Borroff & Co., radio sta- 
tion representative, has been 
elected president, but in a non- 


active capacity. (/ 4 emeemmarng 


Set Ist District AFA Meet 


The First District Advertising 
Federation of America advertising 
conference will be held at the Po- 
land Spring House, Poland Spring, 
Me., June 30-July 2. It is the first 
New England meeting to be held 
in three years. 


Biehl Joins Comstock 


William J. Biehl, formerly vice- 
president of George Fry & Assoc- 
iates, consulting management engi- 
neer, has joined Comstock Can- 
ning Co., Newark, N. Y., as vice- 
president in charge of production 
and research. 


Appoints Kimball 


Fred M. Kimball has resigned 
as public relations director of Paci- 
fic Power & Light Co., Portland, 
Ore., to become sales promotion 
manager of Kansas Power & Light 
Co., Kansas City. 
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Bendix Distributor 
Uses ‘Economy Week 
Link with Economat 


OKLAHOMA Crry—Tying in wit) 
nationwide introduction of the nev. 
Bendix Economat earlier this 
month, Hales-Mulally Distribu- 
tors launched its own 80-news- 
paper promotion built aroun 
“Economy Week.” 

Nucleus of the special campaign 
by the Oklahoma City distributor 
was an eight-page section in the 
Tulsa World and Tribune, featur- 
ing not only the new automatic 
washing machine but all other 
products handled by the company. 
A similar economy “pitch” was 
employed in the remaining papers, 
including the smaller dailies and 
weeklies in the territory served 
by Hales-Mulally. From two to 
eight 420-line ads were scattered 
through these papers. 

The distributor figured that the 
new Bendix unit alone, although 
advertised extensively starting 
June 6 (AA, May 30), might not 
bring enough prospects into the 
dealers’ stores. By promoting other 
products under a general “Econo- 
my Week” banner, it aimed at 
attracting a lot more potential cus- 
tomers. No matter what they came 
to inspect, however, dealer sales- 
men showed them the low-cost 
Economat. 

Most of the dealers’ store fronts 
were covered with painted signs 
to generate suspense for the June 
6 premiere of the new Bendix 
unit. Merchandise was kept cov- 
ered until the formal unveiling. 

Erwin, Wasey & Co. here handled 
the special distributor campaign. 
National advertising for Bendix 
Home Appliances is handled by 
Tatham-Laird, Chicago. 


’ 


Drops Douglas Oil Account 

Ernest N. George Co., Los An- 
geles, has resigned the account of 
Douglas Oil Co. of California, 
Clearwater. 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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WASHINGTON—Department store 
ales for the week ended June 4 
vere down 8% from the dollar 
olume during the corresponding 
veriod last year. 
Business was off in all but one 
f the 12 Federal Reserve districts 


reporting. In the Dallas dis- 
trict, sales were up 3%, partly as 

result of replacement buying af- 
ter severe floods the previous 
week. 

Greatest losses took place in the 
New York district (down 16%), 
the St. Louis district (down 11%) 
ind the Boston district (down 
9%). 

New York City, with sales 19% 
below last year’s level, was at the 
bottom of the list for the first time 
in almost two years. Springfield 


DEPARTMENT STORE 
~ SALES INDEX 


1935.39 EQUALS 100 


Week to June 4, '49*.p259 
Week to May 28, ’49*..274 

‘1 Week to June 5, ’48*....282 

] Week to May 29, ’48*....297 
Month of April, °49*...p295  } 
Month of April, 48*....288 % 

_} pPreliminary. 

| *Not adjusted seasonally. | 


was down 17%, and Newark and 
Rochester both were off 16%. 

The only cities reporting gains 
were New Orleans (8%), Dallas 
(8%), San Antonie (3%), Wash- 
ington (2%) and Houston (1%). 

For the first time since Easter, 
the sales index for 1949 dropped 
below the 1947 level, and for the 
first time this year, the 1949 in- 
dex figure fell below the 1946 
level. 

However, Father’s Day in 1946 
and ’47 came a week earlier than 
it did last year and a week earlier 
than it is scheduled this year. It 
is probable, therefore, that the 
index will turn upward sharply 
for the week of June 11, before 
the seasonal summer decline takes 
place. 


= The Department of Commerce 
estimated last week that sales of 
service and limited function whole- 
salers in April were $5,227,000,000, 
down about $450,000,000 from 
March, with about one-third of the 
drop laid to seasonal factors. 

The figure for April, 1949, was 
down markedly from the $5,815,- 


000,000 estimated sales by the 
wholesalers for the same month 
last year. 
% Change from 1948 
Mo. 


Jan. Wk. 


Federal Reserve to 


District and City Mar. April 4 
UNITED STATES .......... —7 ; —8 
Boston District ................  —5 | 

New Haven ........ — 7 —€ 

RE sctienencars —3 14 = 

Springfield ............... —5 16 — 

Providence ©... —9 12 —10 
New York District . —_7 0 —16 

Newark ............ —8 1 —16 

I aeetitasdesienscenne —1 7 —6 

New York .......... —s8 —3 —19 

_ =a —9 6 —16 

EE “retintpsctcanccureent —l1 4 -—#8 
!ciladelphia District .. —# 8s — 

Philadelphia ... a) 9 —5 
‘eveland District . ee --4 s —s 

Akron ha 4 13 —4 

Cincinnati —8 5 —8 


2 . * a - + 

# 

Valuable time, ‘‘below ceiling'’ rates, 

ready for early occupancy. Agent, 
@ Paul Raymer and Company. Owner 

KIOA, Des Moines, lowa. You can't 

go wrong with Des Moines’ only 10,- 
@ 000 wott* station. It will serve your 

needs admirably in towa's abundont 

market. Coverage maps, schedules 
| @® and availabilities are yours for the 

asking, . . . See any Paul Raymer 

man or write direct to KIOA, Des 
8 Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 


: * a * s a . 


0 

Milwaukee .................... 1 

St. Louis District ............ —5 2 

Little Rock ..... 0 1 

Louisville _......... a | ) 

Of eS 1 

Memphis ...... " 1 4 

anianeapelte District .. —7 4 

lis 4 

1 

Cleveland on... --4 6 —5 Duluth-Superior ......... 3 8 
Columbus —1 9 —Il11| Kansas City District .. —7 —2 
ED -inittbiictiesntitntaienes —4 ll —7 ST aclacnestees | 0 
ET 2 12 —9 , si“ SIT 1 6 
Richmond District ........ — 7 -6 Kansas City FS oh —10 —6 
Washington .................. 1 4 2 “ae —s —1 
Baltimore ........... --8 5 —10 Oklahoma Reed —li —#8 
Atlanta District tH 7-2 SR Sieientitantnietinnss —7 —6 
Birmingham . —3 7 *| Dallas District —t —5 
SY.” itinstpheoesie —8 gy Dallas ........... —7 —8 
p SEE —8 7 —T7 if erase —6 0 
New Orleans ................ 1 11 8 OS aS aaaeee —5 —6 
Nashville ........................ —10 5 —6 San Antonio ................. —9 —11 
Chicago District | iaiendinanee —7 6 —8)/ San Francisco District .§ —1i0 1 
SOE.” ententasebepinartencece 4 1 —4 Los Angeles Area ........ —10 —3 
Indianapolis .................. --3 7 —3 NE detasteiirrccemetnres —6 11 


San Francisco ..... —3 12 —§ 
Portland Rate PE —12 -—-3 —2 
Salt Lake City . —9 3 —13 
Seattle i 6 8 —5§ 


*—Data not available. 


Johnson & Johnson Boosts 2 


John MacDonald, director and 
general sales manager of Johnson 
& Johnson, Montreal, has been 
mamed vice-president in charge 
of sales. J. A. Grier, who has been 
manager of salesmen, has been 
named sales manager. 


Appoints MacDonald-Cook 


Sanitary Refrigerator Co., Fond 
du Lac, Wis., has named Mac- 
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Donald-Cook Co., Chicago, to 
handle its account. The company, 
supplier to the trailer coach indus- 
try, will use a series of Saturday 
Evening Post ads, trailer publica- 
tions and business papers serving 
other fields which use its supplies. 


‘National Home’ Moves 


National Home Monthly has 
moved its editorial and advertis- 
ing offices to 25 Richmond St. 
West, Toronto. 


Graphic Arts Group Moves 


The Toronto Graphic Arts As- 
sociation has moved to new of- 
fices at 8 King St. West. 


Yes, almost 35,000,000 addresses—all the pros- 


pects you ‘ll ever want! Virtually 90% of the 
nation’s families are covered in this list that cost 
over $1,000,000 to compile. All or any part of 
it is available to you for mailing samples or 
coupons at a fraction of the compilation cost. 


You can select any city in the country or all of 
them. You can select an entire city or any part 
of it. Whatever locality you want, you can get! 


No other national list is as complete or up to 
date as this one . . . and it is continually being 
augmented, checked, and corrected. Best of all, 


Dy, Pe eg MET a ie eee ei area Ae de: 


350 E.22nd ST. _ 
CHICAGO 16, ILL. 


oe 


aE ne 


“families that you 
“can-reach by mail 
~ for sampling 
“OF Couponing 


material addressed to this list has proved to be 
over 98% deliverable—a new high for mailing 


list accuracy. 


So if mail sampling or couponing fits into your 
promotion and merchandising plans—or is worth 
testing to find out—get in touch with your near- 
est Donnelley office. Mailing coverage and prices 
for any city in the nation are yours for the asking. 


In addition to addressing to any area you wish, 
we are fully equipped to handle all mailing and 
assembly operations and can meet any release 


date you specify. 
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Video Owners Prefer 
TV Programs to Radio 


Chicago Survey Finds 
53% Like Commercials 
Now; 83% a Year Ago 


Cuicaco—Television set owners 
in Chicago who have had their sets 
for more than a year go to the 
movies less often than they did a 
year ago; now prefer variety shows 
to sports events; and are so pleased 
by improved programming that 
they say TV now has better pro- 
grams than radio by a margin of 
three to one. However, only 53% 
like video commercials today as 
compared to 83% a year ago. 

Last year in July, Dr. George R. 
Terry and the students in his mar- 
ket research course at Northwest- 


ern University’s Chicago campus 
made a pilot study of the effect of 
video on the habits of 331 Chi- 
cago families. The sample, based 
on names supplied by television 
dealers in all parts of the Chicago 
area, checked well with geographic 
and income distribution. 

Dr. Terry and his students went 
back to the same homes this year, 
and asked the same questions on 
how TV listening affects attend- 
ance at entertainment events out- 
side the home, and reading of 
books, periodicals and newspapers 
inside the home. Since some of the 
respondents were out of the city 
or could not be reached despite 
several call-backs, and since sev- 
eral TV sets were not working, the 


Do You 


- your telephone! 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


be 


ed)We 


MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Know? 


WABASH 2-1204 


sample of 331 was decreased by 
one-quarter. 


a Most astonishing thing noted was 
the lack of any novelty aspect. 
Veteran video listeners spend even 
less time at events outside the 
home, and less time reading than 
they did a year ago. 

Results of the survey show that 


the family in June, 1949: 

Attended Less More 

Often Same Often 

Movies.......... 68.2% 300% 1.8% 
Ball Games... 33.4% 64.2% 2.4% 
Wrestling...... 29.2% 648% 6.0% 
Read 

at home.... 45.5% 53.5% 1.0% 
Entertained 

adults........ 43% 39.4% 56.3% 
Entertained 

children.... 5.6% 41.2% 53.2% 

While back in July, 1948, the 
family: 

Attended Less More 

Often Same Often 

Movies.......... 60.5% 39.2% 0.3% 
Ball Games.. 24.4% 173.0% 2.6% 
Wrestling...... 17.2% 758% 70% 
Read 

at home.... 34.4% 63.5% 2.1% 
Entertained 

adults........ 3.8% 214% 748% 
Entertained 

children.... 4.9% 32.3% 62.8% 


A comparison of the two charts 
indicates that television families 
do significantly less movie going, 
attend baseball and _ wrestling 
events less frequently, and read 
less today after a year of looking 
at video receivers than they did 
last year when TV was relatively 
new. 


s Understandably, Dr. Terry and 
his staff sought an explanation 
for this tendency to cut down on 
movies, sports and reading. While 
he did not overlook the possibility 
of habit formation, a more im- 
portant clue to the explanation 
was found in the attitude toward 
television programming. 

Whereas sports programming was 
most popular last year, variety 
shows were the favorites this year. 
More important, however, video 
viewers feel that the programming 
has improved since January of this 
year. 

The types of programs enjoyed 
most last year and this year by 
various members of the family 
are: 
June *49 


Sports.... 59% 
Variety.... 24% 


Men July °48 


Sports.... 83% 
Movies.... 6% 


If you're screening for figures — 


sales figures 


it’s the one on the right. 

She buys to the tune of one of the 
highest standards of living in the world 

suburban America’s. Better Homes & 

Gardens’ 100°% service content screens 

her from the general run because her 

big interest is better living for her family. 


Movies.... 6% Current 
Events.... 6% 
Women 
Variety.... 51% Sports.... 31% 
Sports.... 15% Movies.... 25% 
Drama.... 14% Variety.... 16% 
Teen-agers 
Variety.... 19% Sports.... 43% 
Sports.... 11% Movies.... 15% 
Movies.... 8% Variety.... 10% 
Children 
Marion- Kiddie 
ette.... 35% plays.... 35% 
Kiddie Marion- 
plays.... 13% ette.... 28% 


@ Over half (54%) of the respon- 
dents said that variety was the 
type of program enjoyed most by 
the family as a group. Sports were 
second with 16% and feature mo- 
vies third with 14% of the votes. 
The family question, however, was 
not asked on the first survey. 

Changes in the work habits 
caused by television are compar- 
able to those shown last year. One 
out of every three families in- 
dicated that such changes are pri- 
marily in the housework and dish- 
washing routines. 

One of the most interesting as- 
pects of the survey is the man- 
ner in which television families 
now prefer TV to radio on all 


counts. The tally: 
Preference for 5 a 4 


Small children 


 ;\.)). 33 to 1 1l to 1 
Is more enjoyable 

BOMETALLY ..cccecccceccseeeee 44 tol 8 to 1 
More interesting 

RET 13 to 1 5 to 1 
Offers better 

ae 3 tol ° 


*Last year, radio programming was pre- 
— or TV programming by a ratio 
of 1.1 to 1. 


a Of interest to advertisers is the 
fact that there has been a serious 
decline in the number of television 
viewers who like TV commer- 
cials. Only 53% like video commer- 
cials this year, as compared to 
83% who liked them a year ago. 
These figures are interesting pri- 
marily because the respondents 
have been looking at the com- 
mercials for well over a year. 

When asked if they particularly 
like or dislike any one advertis- 
er’s plugs, 30% voluntarily named 
Lucky Strike as their favorite 
(36% named Luckies last year). 
Chesterfield was the next most 
popular with 9%; Texaco third 
with 6%; Tavern Pale beer fourth 
with 4%, and Ford fifth with 2%. 

Asked what they like about tele- 
vision commercials, 20% this year 
said that they were entertaining 
(7% in °48); 19% said that they 
were interesting; and 18% said 
“new and different” (14% a year 
ago). In addition, 13% last year 
said they liked video plugs be- 
cause they were “visible.” 

Last year, the respondents were 
asked what they didn’t like about 
TV advertisements. Four per cent 


said “too much repetition,” 4% 
said “too amateurish,” and 4% 
said “too much liquor advertis- 
ing.” 


a This year, when asked what 
they didn’t like, the viewers in- 
dicated that they had definitely 
decided what they didn’t like. One- 
fourth said that television com- 
mercials are too long, 19% said 
that they are “silly,” and 11% said 
that they “interrupt the program 
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too much.” The respondents weie 
not offered a choice of reasons. A! 
answers were voluntary. 

Almost all (94%) are convince 4 
that television programming hes 
improved since January of ths 
year. Better shows (both materi: | 
and talent) were cited as the rea- 
son for the improvement by 39° ; 
more variety in programs by 26° , 
and “New York programs” by 13°... 

The preferred station in Chicayo 
is WNBQ (25%). Another 25% 
said “no station preference” 
WBKB, WENR-TV, and WGN- 
TV were named as favorite sti- 
tions by from 15-18% of the re- 
spondents in each case. Reason for 
naming a favorite station was be- 


cause of “better programming” 
(44%) and clearer reception 
(28%). 


s More than 75% of the group in- 
terviewed this year thinks that TV 
definitely can be improved. Twen- 
ty-eight per cent suggested better 
programming, 12% hopes for bet- 
ter reception, 9% said better mo- 
vies, and 7% said that color would 
be the means for improving the 
medium. 

Almost 90% of the respondents 
feel that TV is censored adequately 
at present, and say no objection- 
able material appears. However, of 
those who do not think so, most 
said that the remarks of comed- 
ians were the objectionable fea- 
tures. 

In 89% of the homes, the tele- 
vision set is in the living room 
and, in 95% of such cases, it has 
always been there. There were a 
few sets in the bedroom, dining 
room and kitchen. 

Copies of the report are obtain- 
able gratis from Dr. George Terry, 
Northwestern University School of 
Commerce, 339 E. Chicago Ave., 
Chicago. He will send copies to 
anyone enclosing a stamped, self- 
addressed envelope. 


Youngstown Kitchen Forms 


New Division; Shifts Six 

Youngstown Kitchen, sales or- 
ganization of Mullins Mfg. Corp., 
Warren, O., has formed a national 
builder sales division, with M. L. 
Ondo, who has been in the kitchen 
sales department, as manager. 
William H. Powell, who has been 
with the company since 1946, will 
be assistant to Mr. Ondo. Harry 
A. Howell, Youngstown’s regional 
sales manager in Birmingham, New 
Orleans, Memphis and Nashville, 
has been assigned to the New York, 
Philadelphia and Harrisburg ter- 
ritory. Don R. Boehm Jr., who has 
been assistant to Mr. Ondo in the 
Washington area, will be regional 
sales manager in Baltimore, Wash- 
ington, Hagerstown, Richmond and 
Norfolk. 

Robert J. Whitlock, assistant 
manager of sales training at fac- 
tory headquarters, has been named 
to succeed Mr. Howell as regional 
sales manager. He will make his 
headquarters in Memphis. Howard 
Schryver has been appointed as- 
sistant to Harry A. Armbrigt, 
manager of sales training. All ap- 
pointments are effective July 1. 


Issues New Fact Booklet 

A new booklet in the “Fact” 
booklet series issued by the Na- 
tional Better Business Bureau 
(AA, May 9, 1949) has been 
sued under the title “Facts You 
Should Know About the Consumer 
Education Study.” It is intended 
for use by women’s clubs and other 
civic groups. 
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0, 1949 
S wele 
ns. A|! 
vince i 
ng hes 
of this 
ateri:! § june 20-21. Public Utilities Ad- 
2€ Te:- F rtising Association, annual con- 
y 39° ' Bention, Hotel Netherland Plaza, 
y 26° ’ neinnati. 
y 13°. F june 23. National Association of 
-hica:0 ft .gazine Publishers, spring meet- 
r 25% 9s Westchester Country Club, 
WON nye, N. Y. 
ra ia. June 26-29. Newspaper Adver- 
the ~ ising Executives Association, sum- 
son for 42° meeting, Hotel Roosevelt, New 
vas be. p™eens- < 
nening” June 26-30. Advertising Asso- 
ception -jation of the West, 46th annual 
~ Bonvention, Hotel Vancouver, Van- 
ouver, B. C. 
oup in- Sept. 11-15. Advertising Spec- 
hat TV alty National Association, 46th 
Tw * nnual convention and trade show, 
better almer House, Chicago. Boke 
aie tat - Sept. 12-13. National Association 
net an f Magazine Publishers, 30th an- 
> would hual meeting, Essex and Sussex, 
ing the Bpring Lake Beach, N. J. 
Sept. 17-20. Mail Advertising 
service Association International 
aoe ronvention, Congress Hotel, Chi- 
a 6a, 
eon | Sept. 21-23. Direct Mail Adver- 
> meant ising Association, annual con- 
eamed- erence, Congress Hotel, Chicago. 
Se Sen. Oct. 10-11. Boston Conference 
n Distribution, Hotel Statler, Bos- 
on. 
" — Oct. 17-18. Inland Daily Press 
hee ssociation, annual meeting, Con- 
‘were a press Hotel, Chicago. 
dining Oct. 18-19. Agricultural Publish- 
brs Association, annual meeting, 
ditein- hicago Athletic Association, Chi- 
; hago. 
teeta; | Oct. 19-22. Financial Public 
© Ave. Relations Association, 34th annual 
pies to ponvention, Edgewater Beach Ho- 
id. self- el, Chicago. 
rae Oct. 20-21. Audit Bureau of 
‘irculations, annual meeting, 
—_ rake Hotel, Chicago. 
Nov. 13-17. Printing Industry of 
x merica, 63rd annual convention, 
ye iltmore Hotel, Los Angeles. 
national 
h M. L. Pelephone Institute Forms 
kitchen New Management Board 
ion Elinor Bishop has resigned as 
46. will executive secretary of the Tele- 
Harry shone Advertising Institute, Chi- 
regional ago, which provides advertising 
mn Mew nd public relations material for 
asiupiile. ndependent telephone companies 
wr York. hroughout the country. 
irg ter- Nathan E. Jacobs of Bozell & 
ie has Jacobs, Chicago agency, has an- 
= te the mounced the formation of a new 
regional board of management for the in- 
. Wash- stitute, composed of himself; Rob- 
and and ert P. Carey, in charge of public 
rp Sing ree ao 
, advertising, an ileen Killeen, 
_.. n charge aT eal routine and 
Samed lings The new board will work 
regional ‘ith the USITA publicity com- 
ake his tee, headed by Verne B. Clark 
Howard Middle States Telephone Co. 
ited as- oa 
mbright, Philippine Publications 
All «p- leduce Foreign Rates 
aly 1. Ramon Roces Publications, Man- 
la, has announced a reduction in 
at zs dvertising rates for foreign adver- 
_ “Fact” Gisers for its eight publications. 
the ha- Whe reductions bring the foreign 
Bure Bates down to rates charged to 
been S- Ph \ippine advertisers. Publications 
cts YOU Bre the Evening News, Evening 
onsum*! Be os Saturday Magazine, Liway- 
et . “), Bisaya-Hiligaynon, Banna- 


, Kislap, Paruparo and Fili- 
) Komics. The reductions are 
‘ctive Jan. 1, 1949, and credit 
| be extended to advertisers 
wr ba the higher rates in recent 
lon Ss. 


-rner Joins Crenshaw 


‘red A. Turner, formerly sales 
' advertising manager of Col- 
’ Laboratories, has joined Getz 
nshaw Advertising Agency, 
| -mphis. 


‘ome Economists to Meet 


‘he American Home Economics 

ociation will hold its annual 

ting and exhibit in the Civic 
» iltorium, San Francisco, June 
© July 1. 


BBB Starts Drive 
on Gyp Salesmen 


New YorK—A conference to map 
action against “gyp” door-to-door 
salesmen, reported to be “victimiz- 
ing housewives in this area in 
steadily increasing numbers,” will 
be held under sponsorship of the 
Better Business Bureau of New 
York City at the Waldorf-Astoria 
on June 22. 

Business and civic leaders will 
be addressed by Ira J. Palestin, 
New York City councilman; State 
Senator Thomas C. Desmond, and 
John C. Wood, president of the 
bureau. 

Complaints received by the bu- 
reau from victims of door-to-door 
swindlers have increased more 
than 300% in the past six 
months. A leading type of swindle, 
said Hugh R. Jackson, executive 
vice-president of the bureau, is 


to “use the name of a prominent 
company to palm off inferior mer- 
chandise at exorbitant prices.” 
Principal lines involved are silver- 
ware, dinnerware, kitchen utensils 
and encyclopaedias. 


Soft Fruits Promoted 


The Washington State Fruit 
Commission has opened a summer 
promotion of soft fruits with news- 
paper and radio advertising for 
cherries, the first crop. Advertis- 
ing is breaking in each market 
as the fruit reaches retailers. Pa- 
cific National Advertising Agen- 
cy, Seattle, handles the account. 


Amplex to Zeder Talbott 


Zeder Talbott, Inc., has been 
appointed to handle advertising of 
Chrysler Corp.’s Amplex division. 
Amplex auto accessories will be 
promoted by “a heavy trade and 
consumer magazine schedule,” plus 
use of direct mail and dealer aids. 


Mansfield Heads Committee 


Harold Mansfield, director of 
public relations and advertising, 
Boeing Aircraft Co., Seattle, has 
been elected national chairman of 
the public relations advisory com- 
mittee of the Aircraft Industries 


Association. 


Huntley, Myers Shift 


Jack Myers has resigned from 
the art staff of House & Leland, 
Portland, Ore., agency, to join 
Associated Designers, Portland. He 
has been succeeded by Robert 
Huntley, formerly with Ross Ad- 
vertising Agency. 


Spencer Curtiss Named 

Spencer Curtiss, Inc., Indiana- 
polis agency, has been appointed 
to handle the following accounts: 
Dorsey Trailers, Inc., Elba, Ala.; 
Ermet Products, Inc., Indianapolis, 
and Hart Pressed Steel Corp., Elk- 
hart, Ind. 
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Pragtamming 


And REMEMBER ... 


for the Missus 


WGN has long prided itself on its variety 
of high caliber program entertainment... 
whether morning, afternoon or night. 


Recently, the adjoining column appeared 
in a Chicago independent newspaper*.. . 
a testimonial to WGN’s program variety 
for the missus’ of the Middle West. 


But whether you want to reach the missus, 
the mister or the small fry with your 
advertising message... WGN can do the 
job for you. Let us design the program 
$00.5 that will give you the best results. 


. . . always make your best buy WGN! 


*Chicago Daily News—Sam Lesner’s Column 
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Serving the Middle West 720 
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235 Montgomery St., San Francisco4 e 
710 Lewis Bidg., 333 SW Oak St., Portland 4 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Blvd., Los Angeles 5 
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F&S&R Wins Three 
Awards in First 
Cleveland Contest 


CLeveLanp—Fuller & Smith & 
Ross carried off three of the 12 
awards, and McCann-Erickson won 
two in the first annual Advertising 
Performance Awards project ini- 
tiated by the Cleveland Adver- 
tising Club. Seven other agencies 
with Cleveland offices each won a 
single award. 

F&S&R took the unofficial top 
position with recognition for a 


consumer campaign prepared for 
Westinghouse Electric Corp’s. light- | 
ing division; another consumer | 
campaign for the Westinghouse | 
Laundromat, and an_ industrial 
campaign for the Bryant Heater 
Co. McCann-Erickson scored with 
a radio program, “The Ohio Story,” 
for Ohio Bell Telephone Co., and 
a consumer campaign for the 
Standard Oil Co. of Ohio. 


s Single awards were made to the 
following agencies: 

Griswold-Eshleman Co., an in- 
dustrial series for B. F. Goodrich 
ea: 

Batten, Barton, Durstine & Os- 
born, a consumer campaign for 
Lovell Mfg. Co., Erie, Pa., wringer 
machine manufacturer; 

Beaumont & Hohman, a con- 
sumer campaign for Greyhound 
Bus Lines; 

Lang, Fisher & Stashower, a 
consumer campaign for Arco Co., 
Cleveland paint manufacturer; 

Malcolm Advertising Agency, an 
industrial campaign for Midwest 
Purchasing Agent, whch appeared 
in Industrial Marketing; 

Charles A. Kaiser & Associates, 
direct mail advertising for Durkee 
Famous Foods Division; 

Meerman’s, Inc., a consumer 
campaign for Lovell Studios, Lake- 
wood, glassware maker. 


ws Awards were made for solid 
sales results, rather than a display 
of technical or artistic excellence, 
and Robert S. Wilson, vice-presi- 
dent of Goodyear Tire & Rubber 
Co., Akron, speaking for the judges, 
said the objectives of the awards 
project “made the task of judging 
no task but an informative, edu- 
cative pleasure.” The objectives 
were: “(1) To stimulate interest 
in and advance the .standards of 
advertising as related to specific 
results; (2) to create a better un- 
derstanding of advertising’s func- 
tion as related to business and sales 
development; (3) to make possible 
the presentation of advertising’s 
performance to the business man- 
agement.” 

Entries that received the final 
awards, he said, represent a broad 
cross-section of business, large 
and small, with appropriations 
ranging from $1,000,000 down to 
a well-spent $825. 

Judges with Mr. Wilson were 
George S. McMillan, vice-presi- 
dent, Bristol-Myers Co., New York, 
and chairman of the board, Ad- 
vertising Federation of America; 
Howard Mark, advertising mana- 
ger, Robert Simpson Co. Ltd., Tor- 
onto; Dr. Kenneth Dameron, pro- 
fessor of business organization, 
Ohio State University, Columbus, 
and Robert C. Trundle, vice-pres- 


Jet black and waterproof 
Craftint New 66” Drawing 
Ink is second to none. It flows $ 
evenly — covers well and is 
permanent. 

At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., O 


CRAFTING | 
NEW “66” & 


ident and advertising manager, 
Trundle Engineering Co., Cleve- 
land. 

Plaques for the winners will! 
be presented at a luncheon meeting 
this fall. 


House & Garden. Architectural Fo- 
rum also will be used. Tie-in pro- 
motions will be given to furnace 
manufacturers, jobbers and deal- 
ers. 


Irving Shoe Names JWT 


John Irving Shoe Corp., Boston, 
has appointed J. Walter Thompson 
Co, New York, as advertising 
counsel. The corporation features 
popular-priced Mary Jones shoes, 
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Moves Agency to Oregon 
Charles E. Wolff, head of /.4. 
vertising Initiative, has moved his 
agency from Chicago to Euge 1+ 
Ore., at 1648 E. 24th St. The age: cy 
has been named to handle a ca n- 
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Pack 
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Boosts Ad Rates 8% women’s hosiery and hand bags in| Paign for the Upper Eugene M >r- Astro: 

Owens-Corning Maps Drive Transportation Supply News,| its chain of 93 stores operated ex-| chants Group, an organization of oon 
Owens-Corning Fiberglas Corp.,| Chicago, has increased its adver- clusively for women. 20 leading merchants. : perv 
Toledo, will launch a new cam-|tising rates an average of 8%, ef- ‘ ’ > | 
paign promoting warm-air heat- fective Aug. 1, marking the first To Bozell & Jacobs Country Guide Names Hu it and 1 
ing, pointing up the features of|increase since the publication’s} Frances J. Blacklock, formerly} J. N. Hunt & Associates, V y.— ™ Ne 
continuous air circulation. Owens- | Original rates were established in| with the Minneapolis Star & Trib-| couver, has been named adver is. °S Am 
Corning manufactures Dust-Stop| September, 1945. The single page|une, has joined the Minneapolis} ing representative in British o.§ The ¢ 
filters. Full-color ads will appear|rate will be $810. Color rates re-| office of Bozell & Jacobs as an|lumbia for Country Guide, Wir \.Pressive 
in Better Homes & Gardens and! main unchanged. assistant account executive. peg, Man., effective June 30. icks f 
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VORK TODA 


ALMOST OVERNIGHT — From potatu farm to 
_ planned community of 30,000 people. That's 
~. 2 New York's Levittown ... where 6,000 of the 
10,000 homes planned cre currently occupied. 


Sunrise Food Exchange, Levittown, tL. 1, sets 
new merchandising record — selling €,000 
packages of one brand of baby food in firrt 
3 days of operation. 


JET BLACK 1. = 
DRAWING INK 


lems in distribution, in sales, in advertising, 
almost daily. 


New York’s shift to the suburbs is accelerating 
rapidly. Proof lies in Nassau County’s Levit- 
town, where a new record of baby food sales was 
set...in Queens County’s 28,858 housing units 
planned or constructed for 102,591 people. 


These changes are taking place, not only in New 
York, but in major markets from coast-to-coast. 
Changes that are important to your sales plan- 
ning. For in changing markets, yesterday’s sales 
program won't produce today’s quotas. You need 
today’s market facts to make today’s sales. 


This shift to the suburbs means changes in shop- 
ping centers, changes in shopping streets, changes 
in shopping habits. Changes that pose new prob- 
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Bumble Bee Tuna 


| Packers Expand 


to Eastern Cities 


ASTORIA, OrE.—Columbia River 
ickers Association is expanding 
stribution of its Bumble Bee 
‘and light meat tuna to Washing- 
n, New York, Miami, Boston and 
»s Angeles. 

The company, which has an im- 
ressive share of the tuna market, 
icks fish brought in by its own 


fleet at the Astoria plant. 

Although distribution has been 
set up in eastern markets, and 
while Botsford, Constantine & 
Gardner handles advertising na- 
tionally, no national media are as 
yet being used. 

However, car cards in both New 
York and Boston subways carry 
Columbia River Packers ads, and 
plans are under way to supplement 
this with newspaper and radio, 
similar to the consistent campaign 
now running in the Oregon Jour- 
nal, Portland, and radio spots on 


KGW. 

In addition, plans for a special 
Christmas holiday campaign are 
now being made. 


LeBrun Heads WCPO Video 


Harry LeBrun, formerly general 
manager of Station WCCC, Hart- 
ford, Conn., has joined Scripps- 
Howard Radio, Inc., and has been 
named television director of Sta- 
tion WCPO, Cincinnati. The sta- 
tion expects to have its video out- 
let, WCPO-TYV, on the air by mid- 


June. 


Two Appoint Lynnes 

Lynnes & Associates, Chicago, 
publishers’ representative, has been 
named to represent Fruit & Vege- 
table Review, Orange, Cal., and 
Poultry Supply Dealer, Chicago, in 
the New York and Chicago ter- 
ritories. 


Deepfreeze Names Strange 

Deepfreeze division, Motor Pro- 
ducts Corp., North Chicago, IIl., has 
appointed John P. Strange, for- 
merly district sales manager, as 
regional sales manager for its 
southern region. 


TEN MARKET STUDY 


H.A.S. men have their fingers on the 
“sales pulse” of the ten major markets 
across the country which they represent. 
They’ve charted, classified, evaluated 
these markets block by block. Know the 
changes taking place constantly as popu- 
lation shifts, as retail areas move, as traffic 
is rerouted, as buying habits change. 


AL HEARST ADVERTISING SERVICE Knows THE CHANGING MARKETS 


As a result, the Hearst Newspaper Re- 
search and Marketing Departments’ 
“Marketing Aids” have proved helpful 
to many sales and advertising .executives. 
Perhaps, we can be of service to you. To 
investigate the possibilities, call or write 
the Hearst Advertising Service man 


nearest you today! 


STRATEGIC MARKETING AIDS 


MARKET ANALYSES 


Market detail on population, sales, buying 
power, industries, and retail outlets in various 
classifications. Also includes comparative cov- 


Includes general characteristics, vaca- 
tion activities, product rank at con- 
sumer level for general household 
items, food items, cosmetics and toi- 


letries in ten major markets. 


SALES OPERATING CONTROLS .D 
Specific, flexible, practical, usable. 541,604 
city blocks walked and analyzed 445,456 
retail outlets and 3,037 shopping centers 
and streets located, to evaluate the sales 
potential of each of nine great markets. 


erage of all newspapers in each of ten markets, 
Prepared by the Research and Marketing 
Departments of Hearst Advertising Service, — 


COMMODITY SURVEYS ~* 
Spotlight the distribution and 
sales rank of leading com- 
modities among retail outlets 
in ten Hearst cities. : 


AUTOMOTIVE STUDY 


Indicates consumer likes, dislikes, 
buying habits, 
and brand preferences for vari- 
ous commodities. Sponsored by 
_ Hearst Newspapers in ten major 
‘markets, conducted by Alfred 
- Politz Research, Inc. . 


shopping habits — 


Offices in principal cities 


representing 


New York Journal-American San Francisco Examiner 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


learst Advertising Service 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Department Store 
Basements Boomed 
in ‘48, NRDGA Finds 


| New York—Department store 
customers started going under- 
ground last year. 

The 1949 edition of the annual 
study of departmental merchan- 
dising and operating results of de- 
partment and specialty stores pub- 
lished last week by the Controllers’ 
Congress of the Nationa! Retail 
Dry Goods Association shows the 
trend to basement-type merchan- 
dise in 1948. 

Compiled from figures submitted 
by 375 stores doing an aggregate 
$4 billion in volume, the report 
shows total basement sales ad- 
vanced 10% over 1947, while a 
gain of 4% was being registered 
by main store operations. 

Coats and su:i‘s showed sizable 
increases, with women’s and 
misses’ coats up 27%, junior miss 
coats and suits up 18% and skirts 
and sportswear up 15%. On the 
other hand, fur departments slid 
26%, toilet articles were off 2%, 
silverware off 1% and fine jew- 
elry and watches off 3%. 

Increased prices accounted for 
the rise in the average sale, up to 
$4.49 from $4.24 in 1947. Cumula- 
tive markon slid from 39.2% in 
1947 to 38.7% in 1948. Net profit 
in 1948 was 3.8% of sales, com- 
pared with 4.2% in 1947. 

The complete report is avail- 
able from NRDGA, 100 W. 3ist 
St., New York, at $4.50 for mem- 
bers, $7.50 for non-members. 


Siegler Plans Biggest 
Ad Campaign for Ranges 


Siegler Enamel Range Co., Cen- 
tralia, Ill., in July will launch its 
most extensive campaign for Sieg- 
ler oil space heaters, using four 
national magazines, 11 state farm 
publications, daily newspapers in 
106 markets and telephone direc- 
tory ads throughout the country. 

In addition, dealers are being 
offered a series of newspaper mats 
for local use on a cooperative basis, 
as well as direct mail material. 
Krupnick & Associates, St. Louis, 
handles the account. 


Melton Gets 3 New Accounts; 
Becomes Member of SAAA 


Melton Advertising Agency, Dal- 
las, has been named to direct the 
advertising of W. Arthur Strain 
Travel Service; Universal Speed- 
ways, auto race promotion organ- 
ization, both in Dallas, and Van- 
dergriff Enterprises, automobile 
and furniture dealer in Arlington, 
Carrollton, Irving and Grand 
Prairie, Tex. 

The agency has been elected to 
membership in the Southwestern 
Association of Advertising Agen- 
cies. 


‘Press’ Appoints Inland 


Press Publishing Co., Logans- 
port, Ind., publisher of the morn- 
ing and Sunday Press, has ap- 
pointed Inland Newspaper Repre- 
sentatives, New York, as its rep- 
resentative. 


Birkhead Opens PR Firm 


Florence Birkhead, formerly 
public relations director of Mills 
College, Oakland, Cal., has opened 
her own free-lance public rela- 
tions office in San Francisco. 


THERE’S NO WASTE 
Every Reader Is 
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Nichols Leaves RKO Pathe 


Phillips Brooks Nichols, manager 
of RKO Pathe’s commercial film 
and television department, which 
he organized in 1946, has resigned, 
effective June 10. Before the war, 
Mr. Nichols was a practicing archi- 
tect. He served with WPB during 
the war, and before joining RKO 
Pathe he was sales manager for 
Norman Bel Geddes, industrial de- 
signer. 


Puerto Rican Daily to Bow 


Caribe News, said to be the first 
English language daily to be pub- 
lished in Puerto Rico, was sched- 
uled to appear June 15. It will be 
distributed in Puerto Rico, the Vir- 
gin Islands, Haiti and San Do- 
mingo. 


Got a CAWOF? 


That's a Cover-All Work 

Order Form. It helps you lay ground- 
work of better ads. It tells your wants 
to Ad Scribe, gets complete creative 
service at sensible fees. If you're 
making $l‘s sweat, get CAWOFs from 


AD SCRIBE « NORTH CANTON 6, OHIO 


St. Louis Marketers Elect 


The St. Louis chapter of the 
American Marketing Association 
has elected Sam Krupnick, head 
of Krupnick & Associates, presi- 
dent. Others elected are: Dr. Ar- 
thur L. Rayhawk, associate pro- 
fessor of marketing, St. Louis Uni- 
versity, vice-president, and Mrs 
J. F. Schwier, instructor in eco- 
nomics at St. Louis University, 
secretary-treasurer. 


Four Name Buttalo Agency 


Baldwin, Bowers & Strachan, 
Buffalo, has added four new ac- 
counts: L. F. Hamlin, Inc., drug 
chain in Binghamton, Endicott and 
Johnson City, N. Y.; Rigidized 
Metals Corp., Buffalo; Buffalo 
Plastic Finish Co., maker of clean- 
ers, polishes, lubricants and anti- 
freeze compounds, and Electrical 
Reactance Corp., maker of ceramic 
capacitors, Franklinville, N. Y. 


Janssen Names Schatfer V. P. 


George H. Schaffer, since 1947 
general sales manager of Janssen 
Piano Co., has been elected vice- 
president in charge of advertising 
and sales. is 


ely Bridge Traffic Proves 
Unity of the Quad-Ci 


TRAFFIC COUNT, 1948 
OVER QUAD-CITY BRIDGES 


Arsenal Bridge............... 5,840,000 
Memorial Bridge............. 2,423,481 
Centennial Bridge............ 2,427,572 

ENTS xi cuegevsgansad 10,691,053 


Average of 29,210 cars 
per day, 20 per minute. 


“ROCK ISLAND ARGUS 


and MOLINE DISPATCH 


... the newspapers covering the Illinois side of the Quad-Cities 


cit IES, nif , 
Tan 


More than 29 thousand cars 
pass across the three Quad-City 
bridges daily . an indication 
of the unity of the Quad-Cities 
as ONE MARKET. Quad-City 
families commute from one of 
the cities to the other . . . to 
work, to buy, to find recreation. 


Which brings to mind: Your ad- 
vertising must cover the entire 
Quad-Cities to do an effective 
selling job . and only the 
Argus - Dispatch newspapers 
thoroughly cover the Illinois 
side, where nearly 60% of Quad- 
Cities’ population Jive. 


ational Rep., The Allen Klapp Co. 
New York Chicago — Detroit 


The Creative Wan Corner 


Because it shoots straight at its market, because its ap- 
proach is interesting and valid, because it leaves its reader 
either a little bit wiser or a little more pleased with his own 
sure knowledge, but mostly because it intelligently makes its 


TEST YOUR R. M. QUOTIENT* 
ON CHINA 


*The R. M. (Rand M¢ Nally) Quotient rate 


s your knowledge of places in the news 


WHAT'S AHEAD .. 


The area of the United States is 30220 


What is the population of China? 


What happened to Manchuria as a re 


LJ Granted 


@ nation waits and wonders 


90 square miles—what's the area of China? 


LJ §.4$2,000 sq. mi 3.850,0« 


ee Cpe OF cei 
sult of World War 11? 
Restored to China | 


independence Soviet Protectorate 
Which of these countries border on China? 
(J Burma French Indochina [ | Siam 
You'll pass this quiz with flying colors # panoramic picture of populations, borders, 
you have a Rand M€Nally World Atlas transfer of territories—all the things you 
handy. The up-to-date, accurate, and su- must knew to keep up with the headlong 
premely legible maps in a modern Rand pace of world affairs 
M¢Nally Atlas catch every expression on Most people know that Rand M€Nally 
the world’s changing face. They bring the makes atlases, but some people don't know 
hot spots into clear focus and give you a that we provide many other services for 
schools, homes, and business. Some of these 
include book and catalog manufacturing, 
schoolbooks, school maps, road maps, tick- 
RAND M‘NALLY ets, coupon books, children’s books, travel 
folders, globes, business maps, the Bankers 
& COMPANY Monthly and Bankers Directory 

New Vork «Chicago + San Franciscos Washington ee os, 
Astablished sfg6 mi. The population of China is 463, 100, 
Manchuria was restored to China "coma 

and French Indochina border on China, 


appeal, a real product appeal in a difficult field, the quiz 
advertisement above by Rand McNally (Time, 
April 25) gets this Corner’s nomination for one of that very 
small group that could easily pace a continuing campaign. 


10 Sq. mi, LJ 7,125,000 sq. mi, 
w [ | §87,000,000 


Placed under 


Newsweek, 


Spot Business Steady, 
Representatives Report 


National spot figures are rela- 
tively consistent from month to 
month, constituting a year-round 
dusiness, according to a study made 
for the National Association of 
Radio Station Representatives, 
New York, by Price, Waterhouse 
& Co. 

Selective broadcasting reaches a 
peak during October with 9.32% 
and reaches a low level in August 
with 7.48%. The analysis was 
based on monthly time billing fig- 
ures for the past three vears. 


Cohen Gets Grove’s 
New Fitch Products 


Harry B. Cohen Advertising Co., 
New York, has been named by 
Grove Laboratories, St. Louis, to 
handle the advertising of Fitch 
Ideal hair tonic and Fitch’s dan- 
druff remover shampoo, previously 
handled by Campbell-Mithun Co. 

The Cohen agency handles the 
following Grove products: 4-Way 
cold tablets, Pazo ointment and 
suppositories, Grove’s chill tonic 
and Dr. Porter’s antiseptic oil. 


New Maiden Form Copy 
Concentrates on One Model 


Maiden Form Brassiere Co., New 
York, will feature one specific 
style at a time rather than several 
models in each advertisement, its 
present practice, in a new cam- 
paign through William H. Wein- 
traub & Co. Ads have been sched- 
uled in 34 newspapers in 18 states 
and the District of Columbia dur- 
ing the next two months. 


Lucille Goold Named V. P. 


Lucille Goold has been appointed 
vice-president in charge of fashion 
advertising and merchandising for 
Hirshon-Garfield, New York. She 
joined the advertising agency last 


November. 


Harwood’s Names Renfield 


Renfield Importers Ltd. has been 
appointed sole importer for Har- 
wood’s Canadian whisky in the 
United States, and will assume na- 
tionwide distribution July 12. 
Theodore A. Newhoff Advertising 
Agency continues as the agency. 


Advertising Age, June 20, 194 


Arens Extolls 
Built-in Premiums 
in Graphic Speech 


New YorK—‘“Built-in” pre nj 
ums are now moving into the li: ie 
light, Egmont Arens, indust-ia 
designer, told the New York Ire 
mium Club here recently. 

The built-in premium, in \; 
Arens’ lexicon, is a premium bui! 
into the product itself. In this c as, 
are Kraft’s kitchen glasswar 
cheese container, Mennen’s baby 
powder rattle, Chen Yu’s teacup 
in a make-up kit, and the “Luck, 
Dog” and “Indian Head” caps use 
respectively by Listerine and Koly 
nos toothpastes. 

Mr. Arens believes the novelty 
and product identification of ths 
premium will become increasing|y 
important with the growth of tele 


vision. On TV, said the designer] } 


“the premiums which identify of 
strongly suggest the product ard 
the premiums which will s& 
places.” 

The five main factors in pre4 
mium power are utility, close prod4 
uct tie-up, novelty, emotional ap, 
peal and desire for more of the 
same, said Mr. Arens. 


Press Service Syndicate 
Formed to Aid Marketers 


Press Service Syndicate has been 
formed at 5628 Lake Park Ave 


Chicago, to aid business in sellin 
products to both domestic and for 
eign markets. M. Stockwell Zinr 
is director of the syndicate. For 
eign direction of the syndicate i 
headed by Donald McKee Shields 
formerly with Visual Publications. 

The new organization has ac- 
quired the account of Eidolon As- 
sociates, Chicago, creator of custom 
textiles. 


‘MacRae’s’ Appoints Rideout 
MacRae’s Blue Book, Chicago 


has appointed Charles J. Rideout 
for the past six years head of th 
industrial advertising departmen 
of the Copley Agency, Boston, a 
its district manager for the Ne 
England area, with offices in Bos 
ton. Mr. Rideout succeeds the lat 
W. P. Dent. 


Agency Changes Name 


Bennett, Petesch & O’Connor, 
Inc., Chicago agency, has changed 
its name to Petesch, Hecht & 
O’Connor, Inc. There is no change 
in management, Albert S. Hecht 
Jr. having replaced Nelson Ben- 
nett as an officer last August. 


600 WEST VAN 
CHICAGO 7, 


12 years of research 


A progressive organization that since 1937 has put 
forth intensive effort and tireless research in the cre- 


ation of the finest color process plates available. 


(Simce tears 


ILL. 


Color. 
Process Plate 
Specialists 


BUREN STREET 
STate 2-5367 ‘ 
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Advertising Agency 
x 
DRINKING FOUNTAIN 


Here is, in truth, democracy at work; 

Here steno, artist, copy writer gather 

To pass the time of day with boss or clerk 

Or talking football pools, which they would rather. 
Here is the board where notices are posted, 

The group’s good showing in the Red Cross drive, 
Late bowling scores of which the winners boasted, 
Informal dance for devotees of jive. 


Salt tablets here help faint ones bear the heat 
When weather is a never-failing topic; 
Here is creative man’s one last retreat 
For new ideas, however microscopic; 
Here all deplore the egocentric guy 
Who takes the last cup, gets no new supply. 
Arthur Frederic Otis 


of th 


Appoints Lindsay Agency 


Nelson Chemical Corp., Wilming- 
ton, Del., has named Lindsay Ad- 


Gillette Marks Time 
as Boxers Boycott 


vertising Agency, New Haven, 
Conn., to handle its advertising 
and publicity. The company has 
developed a new method of remov- 
ing paint, applicable not only to 
residences but also to metal tanks 
and containers and _ industrial 
equipment. 


Signs for ABC ‘Voice’ Show 


Voice of Prophecy, Inc., Glen- 
dale, Cal., has signed a 52-week 
contract to sponsor “The Voice of 
Prophecy” over the ABC coast-to- 
coast network, beginning June 19. 
The program, to be aired Sundays, 
9:30-10 a.m., PST, will originate 
in Hollywood. Western Advertising 
Agency, Los Angeles, handles the 
account. 


Joins Latz-Friedman 

Ethel Fulop, formerly with Sho- 
walter Lynch Advertising Agen- 
cy, Portland, Ore., has joined Latz- 
Friedman Publicity Associates, San 
Francisco. 


Chromium Appoints Raft 
Chromium Corp. of America, 

New York, has appointed Raf Ad- 

vertising, Inc., as its agency. 


Cirlin Forms Audience 
Tested Productions 


B. D. Cirlin, inventor of the Cir- 
lin Reactograph, has formed Audi- 
ence Tested Productions, Inc., Hol- 
lywood, to produce television and 
commercial films whose selling im- 
pact is audience-tested in advance. 

Mr. Cirlin, president of the new 
company, said audience reaction 
tests will be made in collabora- 
tion with Facts Consolidated, Los 
Angeles. 


47 


Burtt Starts Own Office 
George Burtt, fomerly head 
of creative activities for Advertis- 
ing & Sales Consultants Agency, 
Los Angeles, has resigned to open 
his own office as a television con- 
sultant, at 3201 Garden Ave. 


Zaleskie Agency Moves 

Henry J. Zaleskie Advertising 
Agency has moved to the Graybar 
building, 420 Lexington Ave., New 
York 17. 


free. BAW reprints 


$8.00 first 500. Ra? | 
y " 


‘24 WOUR DELI 


_ a Be eS 


FINE ARTS PRINTING COMP 
814 N. FRANKLIN ST., CHICAGO 10 


Whether it’s a simple 
letterhead or a 4-color 
brochure . . . whether it's 
going letterpress or offset... 
you can depend upon Fine Arts 
for superb job at the right 
price. May we quote you 
on your next job? « : 
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New YorE—With the Boxing 
Managers Guild and Madison 
Square Garden still unable to come 
to terms over radio and television 
rights, Gillette Safety Razor Co. is 
taking an unexpected hiatus on the 
Friday night NBC boxing bouts at 
the Garden. The manufacturer’s 
contract with the Garden has ex- 
pired. 

Fighters and their managers are 
demanding a greater share of tele- 
vision and radio receipts. 

On Saturday, June 11, as a 
part of its all-round sports pro- 
gram, Gillette, through Maxon, 
Inc., sponsored radio-video cover- 
age of the Belmont Stakes over 
CBS. Next major event on the 
schedule is the All-Star baseball 
game to be broadcast over Mutual. 

Meanwhile, the New York Giants 
football team joined the Philadel- 
phia Eagles in the-r decision to ban 
TV cameras from their games this 
fall, 

On the other side of the video 
sports picture, DuMont Television 
Network and its Chicago affiliate, 
WGN-TV, have announced the 
signing of an exclusive contract for 
the Notre Dame football games. 


American Airlines Appoints 
Five in PR Department 


Edward Doherty has been ap- 
pointed assistant director of public 
relations of American Airlines, 
New York, and Robert Demme has 
been named assistant director of 
public relations of American Over- 
seas Airlines. David Nopper, direc- 
tor of public relations of the east- 
ern region, has been named editor 
of “Flagship News,” the company’s 
house organ, succeeding Warren 
Wheaton, who has resigned. 

Irwin Nye, formerly in public 
relations work for Airborne In- 
truments Laboratories, has been 
appointed assistant editor of “Flag- 

hip News.” Michael Wardell, for- 

merly public relations and recrea- 
tion chief of the Veterans Admin- 

tration in the New York area, 


‘ue BG FIVE 


IN MAGAZINES 


PLACE FOUR TIMES 


has been made acting director of 
public relations of the airline’s 
eastern region, with headquarters 


HERE’S THE 1948 LINAGE RECORD 


— 


1 New York. 
FREE IstEVE. 2nd EVE. 
‘ilm Firm Names Mason PRESS PAPER PAPER 
Herb Mason, free-lance artist 
nd advertising counselor, has been LIFE 41,810 32,576 — — 
am t direct id H. 
‘im Industries, St. Paul. LOOK 44,693 7,010 —— 
NEWSWEEK 9600 
SAT. EVE. 
POST 39,541  — 
TIME 9,600 


TRUE 


is America’s 
largest selling 


TOTAL 145,244 39,874 


MAN'S 
magazine 


It is significant that, during 1948, five top ranking magazines 
placed nearly four times more linage in The Free Press than 
in any other Detroit newspaper. Aiming at both the adver- 
tiser and the potential reader in the Detroit market, it is quite 
obvious from the record that they have found Free Press 


circulation best equipped to give them the results they seek. 
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IN ADVERTISING REVENUE, 


The most important magazine in a most 
important magazine field than 


Year in, year out, value-wise advertisers buy more space M 01 
in Popular Mechanics—at a higher rate per page—than 


in any other magazine in this lively, result-producing field. 0 N & 


Other Popular Mechanics firsts: circulation, circulation HO N oe? 


more onal 
ders “a 

guarantee, pages of editorial content, advertising results. ¢ 

And Popular Mechanics is the original in its field(1902)— 

inventor of the editorial formula which attracts and holds 


the most receptive kind of male mind. 


# 


* * * 


@ It pays to put Popular Mechanics on 
your schedule. Your advertising gets more 
readers per thousand circulation in Popular 
Mechanics because our readers—having 
the “P.M. Mind” —read ads deliberately. 
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PHOTOGRAPHIC 


EVIEW 


BUSINESS & BOATING—Executives of Western Advertising Agency, Chicago, also have 
some fun during the annual convention of the National Red Cherry Institute. Left 
to right are: Mrs. Chester Ray; A. J. Rogers, president of the institute; Marc Hutch- 
inson; Fred Pain, media director of the agency; Ed Brown; James Ryan McCue, 
vice-president of Western; John Connelly; Chester Ray; Edgerton Hart, executive 
secretary of the institute, and William Powell. 


OMEN’S LEAGUE AT NIAA—Claire Marquardt, left, and Beulah C. Hartman, of 

he Buffalo League of Advertising Women, seem pleased at the crowd that turned 

] out for the NIAA conference. Miss Hartman was chairman of women’s activities for 
the event. 
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ONTREAL TO BUFFALO—Canadians at the NIAA conference included (left to right): 
. Twomey, Foster Wheeler Ltd.; G. W. Gilmour, Maclean-Hunter Publishing Co.; Mrs. 
B. McK. Davey, and Mr. Davey, Rudel Machinery Co., all of Montreal. 


LEO'S 25TH—The silver lion being pre- 

sented to Howard Dietz (right), vice- 

president, advertising and _ publicity, 

Loew's, Inc., by Morton Bernstein, vice- 

president of National Silver Co., is in 

commemoration of M-G-M’s silver an- 
niversary. 
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Like Esther. 
this swimsuit 
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HAS EVERYTHING—A newcomer in Can- 
adian newspapers is Cole of California 
(Canada), Oshawa, Ont., with copy for 
the Esther Williams swimsuit. Spitzer & 
Mills, Toronto, is the agency. 


BUFFALO CROWD—The popular Sunday evening “get ac- American Lumber & Treating Co., Chicago; William Buxman, 
quainted” session at the National Industrial Advertisers conven- Textile World; C. S. Connor, Taylor Instrument Cos., Rochester; 
tion included (left to right): Albert D. Derry, Case Hoyt Corp., FF. E. Rector, Corning Glass; H. W. Leland and R. B. Reid, of 
Rochester; Preston M. Reynolds, Corning Glass Works, Corning, General Electric Co., Schenectady. The conventioneer in right 
N. Y.; Caspar M. Clark, Pfaudler Co., Rochester; R. B. Putman, foreground is unidentified. 


TING ACQUAINTED—NiAAers at the Sunday evening “get the same publication; R. Calvert Haws, Western Precipitation 
vainted” banquet during the industrial admen’s Buffalo con- Corp., Los Angeles; Ed E. Beauchamp, Lane-Wells Co., Los An- 
tion are, left to right: Jim Shalvoy, Product Design & De- eles; Rex W. Wadman, Diesel Progress, and S. E. McCrum, 
pment, Cleveland; Leo B. Weyburn, of the Chicago office of | Wickwire Spencer Steel division of Colorado Fuel & Iron Corp. 


BUSINESS MAN HOPE—Bob Hope, board chairman of Quality Electric Television 

Corp., which has been named southern California distributor for DuMont TV receiv- 

ers, looks over some advertising copy. Back row (left to right) are: Frederick M. 

Polangin and Charles Coleman, vice-presidents, Buchanan & Co., DuMont’s agency, 

and (seated) Frank O’Brien, Buchanan account executive for DuMont, and Richard 
Gibson, president of Quality Electric. 


a 


HAPPY BIRTHDAY—Irwin A. Vladimir, president of Irwin Vladimir & Co., New York, 

cuts a cake at the 10th anniversary celebration of the agency. On hand, to assist if 

needed, are (left to right): Robinson Murray, Thomas Quinn and C. G. Rourke, vice- 
presidents all. 


WELCOME—ABC Executive Vice-President Robert E. Kintner, center, gives Saul Ritter, 
president of Bruner-Ritter, New York, a warm greeting as he joins the ranks of net- 
work radio advertisers. The interested bystander is Marvin Bruner, vice-president in 
charge of advertising and sales for Bruner-Ritter, which will sponsor a 30-minute 
audience participation program on ABC starting Sept. 4. Raymond Spector Co. is the 

agency. 
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Doughnut Corp. Elects 


Adolph Levitt, founder and pres- 
ident of Doughnut Corp. of Am- 
erica, New York, has been elected 
chairman of the board and has 
been succeeded in the presidency 
by his son, David M. Levitt, form- 
erly chairman of the executive 
committee and vice-president in 
charge of manufacturing. Other 
new officers include: Earl Morse, 
executive vice-president; D. H. 
Beskind, treasurer. 


Phone Harrison 7-3395 


Along the Media Path 


e W. H. Haze, advertising director 
of the Los Angeles Mirror, and J. 
Edward Murray, managing editor, 
have been telling admen in Chi- 
cago, Detroit and New York dur- 
ing the past several weeks some- 
thing of the progress of the new 
tabloid, which will have its first 
anniversary in October. The most 
interesting statistic is that circu- 
lation is now running in excess of 
157,000, compared with the origi- 
nal guarantee of 100,000. The new 
classified section, started in March, 
is also piling up an unexpectedly 
large linage. 


e The Des Moines Register and 
Tribune will mark its 100th an- 
niversary this year with a special 
centennial edition to be printed 
Sunday, July 24. As part of the 
anniversary event, the publishing 
company’s new four-story .addi- 
tion will be dedicated today (June 
20) by Gardner Cowles, president, 
and a “century vault” containing 
a record of Iowa and its journalism 
will be placed in the building’s 
cornerstone. A_ series of open 
houses will be held through June 
25 for inspection of the plant. 

To start off the week of cele- 
bration, the Des Moines papers in- 
vited 1,600 advertisers to be their 
guests for a tour of the newspaper 
plant and a buffet lunch. 


e Vernon R. Churchill, assistant 
to the publisher and promotion di- 
rector of the Oregon Journal, Port- 
land, headed a recent 11-day tour 
aboard the steamship Prince 
George from Vancouver, B. C., 
to Skagway, Alaska, and return. 
The ship was chartered by the 


Strike 


Your Sales Points 


At the Most Believable Time 


READER CONFIDENCE is surely at its highest 
when the readers are viewing the editorial matter of 
their religious papers. Here they look for news, infor- 
mation, inspiration, guidance. And here they find 
what they seek, presented with wise counsel, good 
judgment, correctness, fairness. Their confidence in 
these pages is appreciated — and deserved. No stone 
is left unturned to keep their confidence inviolate. 


When your sales story is presented to these 1,200,000 
families along with editorial matter of such character, 
it receives the attention of interested and believing 
persons — their trust in your offering is assured. 


To make your advertising dollars bring you more 
business, investigate this “unit.” Let us give you the 
facts about what you will get at the modest rate of 


$3.60 a line or less. 


See SRDS for ABC data. 


PUBLISHERS REPRESENTATIVE 


C. D. BERTOLET & CO. INC. * 30 


N. DEARBORN ST. 


* CHICAGO 2, ILL. 


Our Sunpay Visitor-Recister Unit 


1} station promotion, and time and 


newspaper and fares for the 3,- 
000-mile trip were set at a moder- 
ate figure as part of the daily’s 
1949 promotion program. The 
Journal’s promotion department 
prepared a handy booklet listing 
passengers, the exact times of 
docking at each port and enter- 
tainment available. 


e The Chicago Herald-American 
has revived a prewar practice with 
the start of a series of advertise- 
ments to stimulate motion picture 
attendance. The ads already used, 
including a full page, have won 


yr 


nA ry 


are the 00) 
at the Movies! 


Chicago WERALO AMERICAN 


Cheemge + [EADIE Ameremen Gries 


plenty of commendation from 
movie producers and exhibitors. 
They suggest feature attractions 
and list the Herald-American’s 
columns covering movies and Hol- 
lywood personalities. 


e Final entries in Outdoors’ lure- 
naming contest sent the total over 
8,000, and the publication has de- 
cided to repeat the consumer- 
dealer contest in 1950. Front and 
back covers of the magazine’s May 
issue carried a full-color spread 
of 93 different bait casting lures, 
and the contest was described in- 
side the book. Winners are being 
announced in the July issue. 


e The largest sign ever made by 
Trans-Lux Sign Corp. is being 
erected atop the 15-floor Macca- 
bees building in Detroit for 
WXYZ-TV. It will provide the 
latest news, public service copy, 


temperature reports for 14 hours 
daily. 


e The Rural New-Yorker has 
started mailing of a monthly letter 
for advertisers, which it sends to a 
list of 3,000. The four-page letter 
contains excerpts from the semi- 
monthly farm publication. 


e The Chicago Tribune’s 20-page 
resort and travel section, printed 
June 6, was the fourth successive 
supplement of that type to exceed 
its predecessor in size. The section 
contained 478 individual ads, total- 
ing 31,500 lines. 


e WQXR, New York Times’ sta- 
tion, has mailed to 3,000 advertis- 
ers and agency executives copies of 
a small bound book, “Of Minds 
and Music and Profits Too.” The 
book, using the style prevalent in 
the days of the immortals, de- 
scribes itself as “a quaint assembly 
of some sentimental gentlemen 
with uncommonly good sense about 
that most mighty mover of men 
and merchandise: Good music.” 
The sales promotion piece reca- 
pitulates the theme of an ad cam- 
paign begun in April, 1948. 


e The News and Times, Kingsport, 
Tenn., competing with each other 
in the 1949 contest although both 
are published in the same plant, 
won the top awards for general 


vision of the daily newspaper con- 
tests. sponsored by the National 
Editorial Association. The News 
won first place, while second went 
to the Times and third to the Press, 
Pontiac, Mich. In the all-round 
general excellence contest, first 
award went to the Journal, Eliza- 
beth, N. J. Trophies were awarded 
by the Linotype News. 


‘True’ to Publish Section 

on Men’s Apparel Trends 
True, a Fawcett publication, will 

launch with the October issue a 

program to coordinate editorial 

and promotional effort on “trend 


merchandise” in men’s apparel, 
said Clare Nelson, advertising 
manager. 


True will publish monthly a 
men’s wear section, with the coop- 
eration of a national coordinating 
board of the Men’s Apparel In- 
dustry. The section will empha- 
size “True tested trends.” 


Street & Smith Shifts Davis 


William E. Davis has been trans- 
ferred from the midwestern sales 
staff of Street & Smith Publica- 
tions to cover New York state for 
Charm. Charles A. McIntosh has 
joined the Chicago office of Charm. 
He was formerly with the Chicago 
Tribune and Chicago Sun. 


Kitchen Art Foods to Ludgin 


Earle Ludgin & Co., Chicago, has 
been named to handle the adver- 
tising of Kitchen Art Foods, Inc., 
Chicago, manufacturer of Py-O- 
My pie crust mix, Py-O-My 
brownie mix, Py-O-My coffee cake 
mix and Py-O-My white sauce 
mix. 


Weiss & Geller Adds Three 


Weiss & Geller, New York, has 
been appointed to handle the ad- 
vertising of Lydia O’Leary, Inc., 
cosmetics; Talk of the Town, Inc., 
women’s fashions, and Moss Photo 
Service. 


Advertising Age, June 20, | 94 


Johnson & Johnson 
Foot Products Get 
Band-Aid Support 


PHILADELPHIA—Johnson & Jc hn 
son foot products are joining i 
Band-Aid family and will assim 
that famous trademark in a ie, 
campaign scheduled to break j 
trade journals on June 20 ani j 
consumer publications in August 

N. W. Ayer & Son is the agenc 
for this division of Johnson 
Johnson. 

Half and quarter-page ads wi! 
start in August in Life and Lool 
to bring to the consumer publi 
the story of Band-Aid Moleski 
adhesive, Band-Aid bunion pad 
and Band-Aid corn pads. 

Copy in the ads features humor 
ous situations—the first concernin 
a girl whose shoe has been kicke 
off under a table. “Why Be 
Shoe Shedder?”’ copy asks. 

Page ads in two colors will rug f 
in American Druggist, the dru 
edition of Chain Store Age, Dru 
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Topics and NARD Journal. , 


Radio Club Elects Tolleson 


Walter Tolleson, assistant sale ( 
manager of the western networ ] ¢ 
of National Broadcasting Co., ha 
been elected president of the Sa 
Francisco Radio Executives Clu’ NEW 
Other new officers are: Rapllings 
Rhoades, Paul H. Raymer Co., vicefiuring 
president, and Richard Tyler, Mcgnonths 
Cann-Erickson, secretary-treasurfyear ag 
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BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers ar 


_— ea ey that catch re ey4 
where they buy. No wetting .. . they’ ‘ 
FREE STICKY... they vel enywhere. Printed i Be egy 
your order. Millions sold. Write MARK . 
ANDY, Inc., Dept.AAl, St. Lovis 22 Moppecond i 
for details, samples. Do it, todeyBwell as « 
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TAKE a leaf from the page of the Classified Advertis- 


excellence in the typography di- 


ing buyer in San Diego. You know that he must have action! 
Results alone are what count with him. You can get the same 
dominance and concentration of advertising dollars ‘n 
general advertising when you select the San Diego UNION 
and TRIBUNE-SUN ... exclusively ... the way most local 


* 1,537,606 


individual classified 
ads in the UNION and 
TRIBUNE-SUN in 1948! 


UNION 


IN 
Pag 


Vv til 
classified advertising buyers do! Just one “buy”. . . covers wen 
this rich and constantly growing Southern California mark-t. § Fotory 

495,000 people in the Metropoliton f° anding 
area, within 15 miles of “downtown ; THE 
600,000 in San Diego Coun. 
Nearest big city over100 miles nor’). J “TOTY 
Isolated, concentrated populatic , §' ed by 
dominated by no other single o - §  ‘WSpa 
vertising medium! incres 
Ask the West-Holliday Man! herev 
ouse 
All the News with Partiality ons, e' 
S. mple, | 
pt ee an be ' 
ur girl: 
and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, Califor /, 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Incf 115 Ro: 
New York + Chicago + Denver + Seattle » Portland + San Francisco + Los An: ¢!*Be . wean. 
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SILVER CELEBRATION—The 25th anniversary of John Faulkner Arndt & Co. stands 
tumor§ out in silver, even to the tie worn by John F. Arndt, president of the Philadelphia 
erning agency. At the employes’ party are (left) Dorothea Cheeseman, secretary to the 
kicked president, and right, Jean Burnite, chief of the billing department, and Seymour S. 
Be Preston Jr., vice-president. 
i) ru to $16,500,000, compared with $14,- 


pril Magazine 
d Volume Gains 
11.8%, PIB Says 


New YorK—Although gross 
»illings of network radio were off 
juring April and the first four 
nonths of 1949, compared with a 
ear ago, magazine advertising 
icked up sharply in April and 
sains for that month and the four- 
nonth period were shown by mag- 
wines and Sunday newspaper 
nagazines, according to Publishers’ 
nformation Bureau. 


h the ey 
-they'a Comparative figures for the 
cody media groups are shown in the 
is22 Mogpecond issue of “PIB Extras,” as 
, tedey#well as data for PIB’s 28 industry 
—- -—q 
classes. 
Advertising in general maga- 
zines moved up 11.8% in dollar 
‘olume during April, compared 


wn vith a year ago, going from $39,- 

100,000 to $43,700,000; and for the 
four-month period this group was 
ip 3.5%, from $133,700,000 to 
$ 138,400,000. 


In farm magazines, advertising 
otaled $3,100,000 in April, up 
1.8% from the $2,900,000 volume of 
1 year ago. Dollar volume for the 
January-April period in these pub- 
ications gained 8.8%, rising from 
$10,000,000 to $10,900,000. 

Advertising in Sunday news- 
paper sections moved up 6% in 
April, while the four-month gain 
was 10.6%. Volume totaled $4,- 

800,000 during April, compared 
{ vith $4,100,000 in ’48. For the four 
nonths, dollar volume amounted 
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ION Pays Diuidends! 
local Ff Versatile typographic effects 
VETS 7 were produced with the use of 
tk.t. | FoTOTYPE in five of these out- 
Jiton |S anding books compiled by 
:! THE CLEVELAND PRESS 
nt’. 

ot F STOTYPE is not only being 
stic, | ed by the world’s largest 
ol ‘wspapers, it is THE answer 


increasing type problems... 
herever ads, catalogs, flyers, 
ouse organs, sales presenta- 
ons, ete., are produced. So 
imple, your office boy (or girl) 
an be your compositor. One of 
ur girls set this entire ad. 


Write for 36-page type book. 


LN fo] A 


‘15 Roscoe St. Chicago 13 
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960,000 a year ago. 


Gross billings in network radio, 
said PIB, were off 1.9% in April 
and 1.2% for the four months. Vol- 
ume totaled $16,800,000 in April, 
compared with $17,100,000 a year 
ago, while the four-month total 
was $68,300,000, compared with 
$69,100,000. 

Total advertising in magazines, 
Sunday newspaper sections and 
network radio during April 
amounted to $67,900,000, a 7.5% 
gain over the °48 volume, $63,- 
200,000. For the January-April 
period, total volume was $234,- 
000,000, up 2.8% from the °48 total, 
$227,800,000. 


s During the four-month period, 
PIB reported, the number of indi- 
vidual products and services adver- 
tised in magazines and Sunday 
newspaper sections increased 9.3%, 
while the number of advertise- 
ments went up 9.7%. 

Biggest gains were shown by 
the general-retail classification, 
with a 32.2% boost in the number 
of products advertised and a 36.3% 


advance in the number of ads. In 
the actual number of products or 
services advertised, the apparel 
classification was off 54% and 
drug-toiletries 0.7%, but business- 
financial was up 6%; foods and 
beverages 10.3%; home building 
0.1%, and transportation-agricul- 
ture 11.8%. In the number of in. 
dividual ads used, the apparel 
group was off 14.1%, but all others 
showed gains, including 11.6% for 
business-financial, 4.7% for drugs- 
toiletries, 10.1% for foods and bev- 
erages, 2.5% for home building, 
and 13.5% for transportation-agri- 
culture. 


Downes Joins AA 


Charles Downes, former Pacific 
Coast editor of Iron Age and edi- 
tor of Distribution Age, and at one 
time a staff writer for the Com- 
mittee for Economic Development, 
has joined the editorial staff of 
ADVERTISING AGE as an associate 
editor, with headquarters in New 
York. He also will function on the 
editorial staff of Industrial Mar- 
keting, sister publication. 
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Introduces Penolin 

Pinkham Laboratories, Cobourg, 
Ont., is stressing a free trial offer 
in newspaper ads introducing Pen- 
olin, a new liniment, in western 
Ontario markets. Distribution will 
follow in other areas. Erwin, Wa- 
sey of Canada Ltd. is the agency. 


Nash to Open Showroom 

Nash, Inc., manufacturer of bill- 
folds, small leather goods and Plas- 
tone products, will open a show- 
room July | at 357 Fifth Ave., New 
York. Garrie La Bran, sales man- 
ager, will be in charge. 


Aikin Moves Offices 

William S. Aikin, publishers’ 
representative, has moved his of- 
fices to 19 S. LaSalle St., Chicago. 


You Can Sell PREMIUMS 


this 20- auto n- oe . a-Year 


newspapers azine arm papers and 
icals | gr over "3 )- — My dollars worth of circu- 
lation-promotion prizes and premiums a 


ear. 
circulation 


Circulation Management—the only 
R key to this market. Let us tell 


journal—is YOU 
you about it. 


emg CIRCULATION 

Circulatio fy MANAGEMENT 
Manageme™ EX teres 
Chicago 4, Il. 


Where else can you get so 
much dependable research 
and SELLING POWER, too? 


POWER To DO GOOD. 


books illustrated here are major examples of what 


The Press does to fill these needs. Know any other 


-POWER TO MOVE Goops 


ELEVENTH CLEVELAND 
| HOME ee erORe. 


‘wee gies i oe apse 


BERR EERERRSEE EE OO ODER OR ODS 


The Cleveland Press is not satisfied with only giving 
top coverage and concentration in the busy Cleve- 
land market. We feel that advertisers also need to 
know the many intricate details of the market for 
better planning of advertising, and need dependable 


research for better measurement of results. The seven 


medium that offers so much to advertisers in addi- 
tion to top-grade results? That explains why this 
newspaper is famous for READERS, RESULTS and 


RESEARCH—the 3 R’s of successful selling. 
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This may be the pleasant, 
profitable, permanent connec- 
tion a successful Chicago area 


Account Executive 


has been seeking .. . 


A very favorable situation for a man 
who wants to bring his clients the 
services and talents of an unusually 
able and experienced staff that 
can deliver excellent comprehen- 
sive programs in advertising, pub- 
licity and marketing. Attractive 
offices, sound ‘‘name"’ experience 
to sell your clients and prospects. 

We can make an exceptionally 
attractive arrangement. This may be 
the pleasant, profitable, permanent 
connection you have hoped for. . . 
You can contact us in absolute con- 
fidence . « Our organization is 
informed. Box 7389, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, 
Wi. 


ADVERTISING EXECUTIVES 
ATTENTION! 


We are a well-known Chicago agency in the 
middie-volume bracket—with a reputation for 
sound advertising and merchandising thinking 
—and superlative craftsmanship. We are now 
strengthening our team by the addition of top- 
ca'ibre talent in every department as a means 
of expanding our volume. 

As a means of speeding up our expansion 
program, we can offer an exceptional oppor- 
tunity to an account executive of real stature 
who can he!p pay his own freight by producing 
at least some immediate worthwhile business, 
and who can also make a contribution to the 
collective work of this agency. 

Our set-up may offer the perfect solution for 
some principal of a small agency with the right 
qualifications who wants to grow on a sounder 
and faster basis than he can do alone. No 
financial investment is required. Replies will be 
held confidential. Write us through a third 
party if you wish—in as complete detail as 
possible. 

Box 7383, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXPECTANT MOTHER LISTS 


We can supply up to 5000 expect- 
ant mother names weekly, typed on 
stickers ready to use. National 
coverage. Low rates. BURGESS 
INDUSTRIES, P. O. BOX 937, 
JACKSON, MISS. 


No. 3327. Foreign Language Pub- 
lications in the United States. 
Waxelbaum Advertising Co. has 
published this revised directory of 
209 publications representing 27 
languages. The papers are listed 
alphabetically by language and 
state, and their dates of issue and 
circulation figures are shown. 


No. 3328. Retail Distribution of 
Grocery Store Products, 1949. 


The 11th annual survey of gro- 
cery store distribution, published 
by New England Newspapers Ad- 
vertising Bureau, reports on re- 
tail distribution of 452 brands of 
grocery products in 47 cities in the 
six New England states. A total 
of 1,308 groceries was checked, 
including 179 corporate, chain units 
and 1,129 independent and volun- 
tary chain stores. Section 1 of the 
book includes tabulation for each 
of the 47 cities, and Section 2 gives 
a composite picture of the whole 
market. 


No. 3329. Brown Wheat Cereal 
Consumption in the New York 
Market. 

Charts reproduced in this folder 
show the relative consumption of 
brown wheats in Jewish and non- 
Jewish homes of the New York 
market for 1948 and 1949, and the 
position of the three leading brands 
for both years. Issued by the Jo- 
seph Jacobs Organization. 


No. 3331. Des Moines Market Data. 

KRNT, the Des Moines Register 
and Tribune station, has issued a 
68-page booklet containing mar- 
ket data for the Des Moines area 
and coverage figures for the ABC 
affiliate. 
No. 3330. Printing Production 

Guide. 

Saxon Paper Products, Inc., has 
published this tabulation of print- 


Information for Advertisers 


ing press specifications as an aid 
to printers and production men in 
planning jobs according to the 
press to be used. Use of the many 
specifications and dimensions can 
mean a great saving of time, money 
and paper. 


No. 3332. Paperweight Calculator. 


This booklet, published by Bald- 
win Paper Co., contains tables for 
determining quickly and accurately 
the weight per ream of any given 
size sheet of paper on any regular 
25 x 38 basis from 30 to 130 Ibs. 
inclusive. 


No. 3305. The Primary Markets 
for Quality Merchandise. 


This book, prepared by the mar- 
ket research department of The 
New Yorker, deals with the 41 
“biggest and best” markets as the 
primary trade areas of the United 
States. Data is presented on popu- 
lation, retail sales, general mer- 
chandise sales, net effective buy- 
ing income, Cadillac and Lincoln 
new car registrations and New 
Yorker circulation for each of 
these trade areas, each of which 
is also shown on a separate map. 


No. 3307. Distribution. 


Distribution’s role in the U. S. 
economy, its costs, and the elimi- 
nation of operating wastes in dis- 
tribution are discussed in this 
pamphlet, issued by J. Walter 
Thompson Co. 


No. 3291. Circulation Analysis— 
Market Report No. 106. 


Puck—the Comic Weekly has 
published this detailed state and 
county circulation analysis in 1,294 
key cities of 10,000 or more popu- 
lation. The tabulation includes 
number of families, Puck circula- 
tion, and the circulation of six 
other national magazines. 


NOTE: Inquiries for items listed above will not be serviced beyond August 1. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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vitiple. insertions and space over 5 inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 7-2063, Chicago 


ADV’G REP - Covering Western Penn., 
West Virginia, Eastern Ohio, who has foll- 
owing among China, Glass, Pottery mfrs., 
hdqters Pittsburgh or Cleveland. Leading 
nat’l trade paper offers golden opportu- 
nity for permanent immediate income. 

Box 2508, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


- CARTOONIST - ILLUSTRATOR 
Experienced in Western or Sports subjects. 
Write fully all details. 

Box 427, 1474 Broadway, New York, N. Y. 


‘WANTED ACCN’'T EXEC. 
We're looking for a man interested in in- 
creasing the revenue he’s now getting 
from his clients, by being able to in- 
crease his client’s sales. This adv. agency 
handles a number of food and drug retail 
accounts, (in addition to national). So 
close is our working arrangement with 
these retail chains and wholesalers, we 
can arrange special store promotions for 
manufacturers who have meritorious prod- 
ucts. This agency has a top creative staff 
and what’s more we're aggressive mer- 
chandisers. We know how to sell through 
advertising. 
Box 2510, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Needed in Chicago - a girl Friday to pub- 
lic relations director for national cam- 
paign. Good training for PR field. 

Call AN - 3 - 7044 


COPYWRITER; we want an experienced 
copywriter - capable of becoming a copy 
chief- who wants to work in a small 
city. When writing state experience, age, 
and salary requirements. The Jaqua Ad- 
vertising Company, 101 Garden Street, 
Grand Rapids, Michigan 


ARTIST and layout man for New England 
4A Agency. 25 to 30 capable of rendering 
clean modern layouts and finished art- 
work. Excellent opportunity under top 
flight art direction. Starting salary $3400.- 
00 with rapid advancement if ability 
warrants. 
Box 2516, ADVERTISING AGE 
Me E. 47th St., New York 17, N. We 


accounts. To work with executives. 
Should take dictation. Good opportunity 
for right girl. Write in detail. 

Box 2515, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 

For Ohio, Mich., West. N. Y., and Pa., 
for Chicago Publisher. Must have busi- 
ness paper selling experience and car. 
Salary and expenses. Write fully age, 
experience and salary expected. 

Box 2517, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


———FosttioNs WANTED 


LET ME HELP YOU—with publicity, 
direct mail, articles, or editing a house 
organ. I’ve spare time from an editorial 
job, and experience in writing 

Box 2509, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WE HATE TO LOSE HIM! 

But this young advertising executive has 
ability beyond the horizon of this organ- 
ization. We want to recommend him for 
an advertising manager’s job elsewhere, 
or for agency work. He is young, person- 
able, nice appearing and works hard. He 
can do copy, production, merchandising, 
etc. Missouri grad., married. Write for 
details. Available now. 

Box 2502, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


JR. ACC’T EXEC. 

3 years exp. includes adv. agcy, mkt re- 
search & adv. dept. Coll. grad. Age 25. 
Box 2511, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


~ TOPNOTCH ADVERTISING 
Creative young NYU grad. Experienced 
copy production, roughs, promotion, space 
sales. All around man. N. Y.,N.E. etc 
area desired. 
Box 2518, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


POSITIONS WANTED 


A PRIVATE SECRETARY 
WHO WILL FOOL YOU! 
When you first see me you'll think I’m 
on the social side. Later you will learn 
I am a solid gal and a glutton for work, 
who knows how to get along with peo- 
ple—and keep her mouth shut! Under 30. 
Fiercely loyal; utterly dependable; not 
supersensitive. Ability and effort above 
average—seek that kind of job, starting 
$65. Now in Chicago. 
Box 2512, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


College Grad, 22, Adv. ‘maj. ., seeks start. 
Ambitious, adaptable, good appearance. 
Salary secondary 

Box 2513, ADVERTISING oan 

11 E, 47th St., New York 17, N. Y. 

Ass’t editor, college, vet, 2 yrs trade 
mag., Chgo. Facile writer. Publ. or PR. 

Box 2514, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


12 Year Investment in promotion, adver- 
tising, and publicity available for cost- 
minded, sales minded agency or advertis- 
er. Knows how to develop and produce 
top drawer campaigns, keep production 
costs down, get greatest return for mon- 
ey in direct mail, publicity, company 
magazine, dealer promotion, national ad- 
vertising. Salary and location second to 
opportunity. Age 33. College grad. Vet. 

Box 2519, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SEASONED ADVERTISING EXECUTIVE 
Qualified for Adv. Mgr. or Agency copy- 
contact. 18 years experience: mag. and 
newspaper ads; folders; broadsides; book- 
lets; sales letters. Able to plan program 
and follow through even to preparation 
of layouts for printed pieces. Thorough 
knowledge production. Background in- 
cludes adv. managership and agency 
work. College grad. Age 44. Now em- 
ployed but running this ad with consent 
of management. 

Box 2520, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


~~~ GRAPHIC ARTS DIRECTOR - 
PRODUCTION TRAFFIC MANAGER 

For the past seven years directing pro- 
duction of point - of - sale, advertising and 
sales promotion and three dimensional 
display properties and related materials 
for over 80 major national industrial 
accounts, clients of a leading merchan- 
dising specialists organization. Prev- 
iously seven years in various Federal 
governmental agencies, directing visual 
educational, and museum displays of high 
technical character. Entire business ex- 
perience in these fields. Extensive ““Know- 
How” in all phases of Graphic Arts, off- 
set and letter press printing, photo- 
graphic direction and three dimensional 
display production, planning and pro- 
ducing sales campaigns, kits, brochures, 
house organs and trade advertising. Ap- 
proximately a million dollar volume pres- 
ently directed. 
This experience and background is avail- 
able immediately to an organization re- 
quiring a man highly skilled where adver- 
tising and point - of - sale budget requires 
experienced operating supervision and di- 
rection. Location either East or Middle 
West. 

Box 2521, ADVERTISING AGE 

_100 E. Ohio St., Chicago il, Ill. 


"MISCELLANEOUS 


PUBLICATION PRINTING | 
If you are a publisher of a magazine 
printed in black or colors and want to 
place the printing in a smaller mid- 
western town, where you can get good 
workmanship and dependable _ service 
without labor difficulties, write: 
Box 2507, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Mailing Lists on gummed labels @$3.75 per 
thousand names. Accurate and up-to-date. 
Cover nationwide markets. Save money- 
save typing-save time. Write for lists 
available. Dept. A. A. Accurate Mailing 
Lists Co. Civic Opera Bldg., Chicago 6, Ill. 


FINE AGRICULTURAL ART 
John Andrews, 1504 Dodge, Omaha, Nebr. 


Advertising Post Cards in Full Color— 
a beautiful, resultful, inexpensive ad- 
vertising medium. Samples Free. Substan- 
tial discount to advertising agencies for 
resale. Single cards for direct - by - mail; 
double cards, rouletted, one a_ business 
reply card, for order - getting. Anything, 
any size. Your copy, black - and - white 
photos or wash drawings, line drawings 
and type, completely reproduced in color 
from your mere color instructions. 
Write East Texas Engraving Company, 
Tyler, Texas 


SPECIALIZED EXPERIENCE FOR: 

e Advertising Agencies 

@ Petroleum Companies 

@ Manufacturers 
12 years exceptional diversified experi- 
ence with leading manufacturers and a 
“top” oil company concentrated in Adver- 
tising and Sales Promotion of automotive, 
appliances and related lines. 

PROVED CREATIVE QUALIFICATIONS. 
Excellent background of budget adminis- 
tration on 20 million annual sales, pro- 
gram planning, organization and field 
promotion for company stores, chains, 
jobber-dealers and service stations. (You 
have seen these programs in action.) 

Practical knowledge of oil company and 
service station operations. Qualified in 
agency relations and procedure. Practiced 
speaker on program presentations. 

Seasoned judgment. Age 36. Married. 
Univ. grad. Personable. Top references. 
RESUME ON REQUEST. 

Write Box 7379, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PERMANENT 
SALES POSITION 


open with fine quality creative 
printer and lithographer with 
national reputation for careful 
production and imaginative 
creations. Man wanted who 
has built a successful sales 
record on his ability to give 
sound, intelligent service to 
his accounts. He must have 
sales experience in printing 
and lithography, and be under 
45. He will not be confined to 
a limited territory. He will 
have superb facilities to back 
him up, with every chance to 
go places with this aggressive 
minded, friendly Milwaukee 
producer. Write Sales Director, 
The E. F. Schmidt Co., 3420 W. 
Capitol Dr., Milwaukee 9, Wis. 


Advertising Age, June 20, 19498... ., 


COPYWRITER 


with Automotive Experience — 


We're looking for a_ successfu! 
writer with agency and/or adver. 
tising department experience ir 
the automotive field who want: 
to join the staff of this expanding 
Eastern (not New York) 4-A 
agency. If you think you're tha: 
man—ask yourself if you car 
meet these requirements: 


Minimum of six years in copy 
+ + + general, trade, industria! 
Most important: part of thai 
seasoning must be automotive: 
and automotive after-marke: 
experience. 


You must know what happens 
under the hood of an automo- 
bile . . . translate your tech- 
nical know-how into hard-driv- 
ing copy the garage man, the 
jobber’s counter man, the car 
owner will understand. 


Your job does not stop at 
copy ... you must spark cam- 
Paign ideas and be able to 
turn out complete advertising 
and merchandising programs in 
the automotive after-market. 


\ 


You’re a prolific writer some- 
where in your thirties, on your ble 
way up... you can pay your Br ¢ 
own way from the start. Pref- 
erably married . . . no job- 
hopper. You’re stable, anxious re 
to anchor yourself perma- gen 
nently to a hard-hitting, ener- 
getic organization. 


If you can say yes to these re- 
quirements—let’s have your back- 
ground, experience, accounts Cc 
you’ve worked on, what you're 
making. Salary open—but it’s 
commensurate with what you have re k 
to offer us. Extras: bonus, pension GE, 
and profit sharing plan. We’ ll ar- ubli 
range an interview if you're our hat ; 
man. Your application is confi- P 
dential. Our staff knows about ecel 
this ad. Write: ues! 


Box 7380, ADVERTISING AGE ark 
100 E. Ohio St., Chicago 11, Hil. A 


a has b 


RESEARCH & MEDIA |— 
DIRECTOR ch 


AGENCY VP sdf 
Talent above usual research level. _ 
Heavyweight in creative plus hard- nein 
selling promotional research. Statis- piety 


tician, questionnaire specialist, mar- #8 fr 
ket analyst, media buyer and media Cre 
research. Large and small agency fraini 
experience. Age 34. Present salary fof An 
$10,000 plus share in profits. Worth [oyer 
$25,000 but willing to prove it. Let 
me show you some samples of good, H 

economical research that sells pros- a 
pects, of creative research that 
keeps them sold. Prefer agency, in 
vite media and advertiser replies. 
Box 7388 ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


‘‘What I Never Expected 
But Always Hoped For’ 


ide 
is the way one man expressed it. i’ 
Our perfected new method in “he. t- n 
set’ drying on rotary presses i!)- xe 
parts a sparkle and quality to rote'y er 
printing heretofore obtainable o: y 
on slow “flat-bed” presses. P! 0» 
your next job for our rotaries « d 
combine QUALITY with SPEED a 4 of 
LOW COST. Our specialties—Ca '- — 
logs, Fliers, Books, Pamphlets, P\ »- aa 
lications —100,000 copies or millic s. H 
Color at small additional cost. ‘- Soli 
gan invited. Chicago and N w di 
ork offices. Box 7387, ADVERT >- " 
ING AGE, 100 E. Ohio St., Chic: %° ‘ta 
11, Ill. m 
_—_— 
id 
ill 


ARTISTS — 


We are producers of Fred Harma § 

“Red Ryder,” Jim Gary's “Kin of 
the Royal Mounted,” and Ray 
to’s ‘Ozark Ike’’ Newspaper Cor ‘¢ 
Strips as well as various Cor ‘¢ 
Magazines. We are in need of ad '- 
tional artists and writers for « ' 
expansion plans. Salary basis. ¥ 
or bring art work, Photostats 
Reproductions to Miss Mills, Ro ™ 
1212, 247 Park Ave., N. Y. C. 
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by Miley Age, Fane St, 1006 
{000 Inquiries — 
tcr Market Data 
bet New Record 


‘nIcaco—Only two weeks after 
)VERTISING AGE printed its “mar- 
et data issue” on May 30, readers 
ad already requested close to 14,- 
00 pieces of market data from 
mong those listed in the issue. 
The number of requests for 
vailable market data has already 
xceeded the full total for last 
rear’s issue. The first “Available 
farket Data” section appeared in 
he May 23, 1948, issue of ADVER- 
isInG AGE, and resulted in re- 
uests for more than 13,000 pieces 
f data by almost 1,000 readers. 
Based on last year’s experience, 
e May 30 issue will probably pull 
total of more than 20,000 similar 
equests. 

The May 30 issue featured de- 
criptive listings of approximately 
00 pieces of published market 
tata of one kind or another, avail- 
»ble from various media, chambers 
bf commerce, trade associations 
tnd other sources. The majority 
re available to advertisers and 
}encies without charge, although 
number are charged for, and such 
tharges were incorporated with 
bach description, where applicable. 


Coupons for requesting data 
vere included in the issue. These 
re being returned to ADVERTISING 
GE, which in turn advises the 
ublisher of each item requested 
hat a request for his data has been 
eceived. Fulfillment of the re- 
uests is handled by the media 
nd other organizations whose 
arket data is requested. 

A unique method of processing 
the thousands of inquiries for data 
has been developed by ADVERTISING 
AcE, which permits quicker and 
more efficient handling than was 
he case last year. With the new 
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CAN YOU USE ROUNDED — 
XPERIENCE OF THIS AGENCY 
VICE-PRESIDENT? 


Has developed complete merchan- 
lising and adv. plans for wide va- 
riety of accounts with budgets rang- 
ng from $50,000 to $1,000,000. 
Created merchandising, selling, 
training plans which enabled some 
pf America’s largest concerns to put 
bver products in highly competitive 
markets. 
Has sold new business to the tune 
bf a million a year billing. 
Has written both prize-winning 


gency, in- 
er replies. 
NG AGE, 
o 11, Iil. 


pected 
d For’ 


wessed it. 


i in “he.t- 
resses i!n- 
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nd CUSTOMER-winning ads. 

Has retail sales experience in ap- 
liance, insurance, and other fields. 

Easy-to-work-with, healthy, per- 
onable, under 45. It will pay you 
0 address Box 7385, ADVERTIS- 
NG AGE, 100 E. Ohio St., Chicago 
1, Illinois. 


‘dea, sales promotion and research 
»b opening with long established 
multiple trade publication house 
n Chicago. Good starting salary, 
xcellent future prospects for right 
erson. 
Inquire Box 7381 
ADVERTISING AGE 

00 E. Ohio St., Chicago 11, IIl. 


HERE IS YOUR TV DIRECTOR 
‘lid, successful background in 
dio, motion pictures, TV, with 
P organizations. Outstanding pres- 
tations and analyses, successful 
mpaign a result in great- 
increased bil ing. At present 
idio-TV Director, . Y. agency, 
ill relocate. For details, write: 
BOX 7390, ADVERTISING AGE 
| East 47th St., New York 17, N. Y. 


OUT OF TOWN 


»tostats 
ills, Re 
r. ©. 


LITHOGRAPHER — ILL. 


sires 2 or more color litho work. 
ill time Chicago man. Brochures, 
ilendars, P.O.P., posters. Box 7384, 
DVERTISING AGE, 100 E. Ohio 
» Chicago 11, IIL. 


method, requests for data are col- 
lected and sorted, and then for- 
warded to the publishers for ful- 
‘illment once each week. 
Normally, therefore, material re- 
quested by readers should reach 
them within three to ten days of 
receipt of their request. 


Sprague Warner Opens Branch 


Sprague Warner division of Con- 
solidated Grocers Corp., Chicago, 
has decided to begin branch opera- 
tions and will establish its first 
branch in Chattanooga. The food 
company, which distributes Riche- 
lieu and other brands, has named 
Robert Mesch, formerly a sales- 
man in the South Bend area, to 
head the Chattanooga branch. 


‘Quick’ Adds Markets 


Quick, New York, Cowles Maga- 
zines’ new news digest, will move 
into New York and New England 
June 23. It is now sold in 50 major 
markets. Oscar Dystel, recently 
managing editor of Collier’s, has 
joined the administrative staff of 
Quick. 


Cleveland and Buffalo 
Report on TV Receivers 


The Cleveland-Akron area added 
6,713 television sets in May, bring- 
ing the total number of installed 
receivers there to 59,096, WNBK, 
NBC’s Cleveland outlet, has re- 
ported. All but 4,113 of these are 
in homes. 

At the same time, WBEN, Buf- 
falo, which gets its data from the 
Buffalo Niagara Electric Co., has 
announced that there were 23,- 
677 video sets installed in its cover- 
age area as of May 31. 


Watson to Paramount Paper 


Max E. Watson, formerly with 
Jubilee Mfg. Co., Omaha, has been 
named to the newly created posi- 
tion of sales promotion manager of 
Paramount Paper Products Co., 
Omaha. 


Veronica Oil Names Agency 


Brooke, Small & Gautreaux, 
Oakland, Cal., has been retained 
to handle the advertising of Ver- 
onica Oil Co., packer of Panther 
peanut oil. The initial campaign 
will use radio. 


Dayton Rubber Names Clark 


Edgar W. Clark, formerly an 
account executive and director of 
marketing of Kircher, Helton & 
Collett, has been named sales pro- 
motion manager of the tire divi- 
sion of the Dayton Rubber Co., 


! 5° 


Miller Appoints Howe Agency 


LeLand K. Howe Associates, 
New York, has been named to 
handle the advertising of Kenneth 
Miller Co., maker of monogram- 
med blanket covers. Trade publi- 
cations and direct mail will be 


Dayton. 
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Westley a Bowman Hudio, Inc. 


CHICAGO 


PHONE CE 6-0233 


Write us on your letter- 
head and we will put 
your name on our mail- 
ing list to receive Type 
Specimen folders and 
other material on type 
and ideas for its use. 


American Type Founders 


FRANK E. POWERS 
Director of Typography 


ARTHUR T. BLOMQUIST 
V. P. and Art Director 


J. Walter Thompson Company, N. Y. 


“Type, too, 


can be smart and comfortable” 


say these two aces at J.W.T. 


‘Here, the combination of the stylish Spartans with the 


friendly ease of Bulmer expresses precisely the same spirit as 
the text and the product. That’s always our aim with our 
clients’ advertisements ...and the wide range of tone, texture 
and design in ATF types certainly makes our job easier.” 


For every mood or subject or idea, there is a soundly designed, 
expressive ATF type that “just suits.” 
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June Advertising Linage in National Magazines 


aa —Pages — — lam ———Lines—_——____——, 
June dune Jan.-June Jan.-June June dune Jan.-June Jan.-June 
1949 1948 1949 1948 1949 1948 1949 1948 
General 
Ace Fiction Group ........ 3.5 5.5 26.8 36.6 768 1,231 5.905 8,158 
CE ee 10.6 7.4 67.2 63.0 4,452 3,108 28,182 26,446 
American Home ........ 75.1 75.5 416.7 420.1 47,433 47,706 263,379 265,549 
American Legion ........ 16.6 16.7 95.2 99.0 6,953 7,023 39,891 41,576 
American Magazine ........... 44.4 60.7 260.1 312.0 18,630 25,484 109,230 131,063 
American Mercury ............ 4.2 5.2 216 24.1 763 952 3,909 4,382 
EE eee 10.3 5.2 56.5 318 4,406 2.221 24,225 13,654 
gf  ” GR 14.9 20.0 99.7 104.0 6.248 8,383 31,896 43,646 
Better Homes & Gardens ....... 141.1 157.6 866.0 845.8 89,185 99,576 547,282 534,536 
‘Christian Werald ............ 27.3 28.0 215.6 215.8 11,740 11,950 92,513 92,476 
ds didacbepat ssdqavse 3.3 5.5 38.2 31.8 2,247 3,758 26,039 21,600 
Die cease cotcesenek bis 18.0 9.0 73.0 46.0 3,276 1,638 13,286 8,372 
EE? ¢dulcaderee esos 51.2 62.1 343.5 381.4 21,967 26,649 147,387 163,691 
*Dell Men's Group ............ 17.1 16.7 a —- 7,344 7,145 
rr 38.8 614 243.5 339.3 16,313 25,796 103,356 142,519 
Ds o0sn0 ee oes 2.8 4.0 22.3 23.8 1,175 1,691 9,264 9,992 
sédea 27.1 26.3 157.6 154.7 18,495 17,742 106,972 104,517 
= ae 7.7 6.8 — os 3,302 2,928 
Esquire (Nat'l) 76.6 84.1 364.6 446.7 51,492 532 245,014 300,202 
Extension : 20.4 19.7 115.6 113.6 14,032 13,522 79,467 78,040 
Se 112.5 137.0 617.7 707.7 71,100 86,584 390,880 447,202 
Grade Teacher, The ......... 13.4 16.5 187.1 180.9 5,926 7,261 82,521 79,756 
2Harper’s Magazine 15.9 25.0 97.7 134.3 6,664 5,951 42,138 31,994 
4 87.7 95.7 418.8 385.0 59.665 65,044 284,824 261,771 
House Beautiful 105.0 125.9 653.2 697.8 66,375 79,579 412,820 441,035 
House & Garden ............. 91.2 110.6 559.1 595.1 57,626 69,908 353,356 376,155 
EE EE ab cas ws 6ee eee 24.8 14.5 121.8 112.9 10,618 6,230 52,239 48,459 
DE .4énaddweeocc 12.2 14.5 139.0 145.3 8,334 9,948 95,071 99,415 
nade dup ebde¢s ¢ 16.3 14.3 102.8 125.0 7,095 6,250 38,410 53,661 
Macfadden Men's Grp. ... 8.0 9.9 73.9 75.4 3,445 4,246 31,691 32,360 
Mechanix Illustrated 68.5 68.9 455.5 448.1 15,350 15,432 101,996 100,360 
Motor Boating ......... 78.3 90.9 570.2 675.0 46,011 53,459 334,731 396,829 
National Geographic ..... 43.8 51.9 248.2 246.2 10,416 ,350 58,989 58,484 
Nation's Business ........ 30.7 40.1 191.9 234.1 13,176 17,202 85,961 104,424 
3Nature Magazine ......... 2.1 2.9 14.6 16.8 872 254 6,441 7,236 
Se ee 15.7 20.5 88.5 73.8 10,702 13,988 60,172 49,968 
Popular Fiction Group ........ 13.7 9.9 79.9 47.7 3,068 2,221 17,890 10,694 
Popular Mechanics ....... 137.5 159.3 954.7 1,019.4 30,800 35,686 213,843 228,362 
Popular Science ......... 123.5 140.1 848.3 886.3 27,664 31,388 190,018 198,532 
DE, véddee os te nddae 25.0 25.1 155.7 186.9 10,708 10,747 66,708 80,172 
DE) pigeesacecet 22.3 31.3 131.5 170.4 9,553 13,441 56,382 73,109 
Sn “ttackes> «anes 1L.8 9.2 58.0 74.3 5,073 3,948 24,893 31,798 
Science Illustrated 14.7 20.2 129.2 127.9 6,168 8,469 54,219 53,712 
PT ind oD aneee o #48 16.1 18.7 366.0 420.8 6,894 8,018 153,945 176,678 
Ds bhaeie wees 2 7L5 85.9 421.4 487.8 30,037 36,069 177,086 204,729 
Thrilling Fiction Grp. ..... 1L5 1L8 90.6 97.9 2,576 2,646 20,297 21,901 
Town & Country ........ 47.2 36.9 356.3 463.4 31,721 24,773 239,459 311,395 
in Aedhes ddbhoabs>e 0% 37.6 55.9 192.7 220.7 16,133 23,961 82,666 94,628 
SS Se 5.0 8.1 oe a 2,141 3,455 
Yachting 83.7 98.7 566.7 683.0 49,216 58,036 333,220 401,555 
a 4,928.4 2,195.9 12,374.7 13,499.38 942,561 1,069,051 5,940,065 6,466,793 
*Not included in totals. *smailer page size 1949. 2Larger Page size 1949. 3June-July linage. *Five months; Feb.-June. 
Women 
DD nteconiinnbbiderve's c¥ie 63.8 75.0 598.7 807.8 27,382 32,175 217,281 304,485 
*Dell Modern Group: 
Modern Romances ..... 39.9 41.3 233.3 212.2 17,099 17,717 100,064 91,026 
Modern Screen ........ 38.9 41.5 231.7 217.5 16,6077 17,796 99,404 93,336 
Screen Stories ...... 37.4 39.1 211.0 199.3 16,035 16,779 90,510 85,525 
Family Circle (Nat'l): 32.5 32.4 163.6 lel.l 13,928 13,912 70,190 69,117 
*Ail Editions ......... 47.9 48.4 250.9 252.2 20,529 20,778 107,599 108,248 
Fawcett Women’s Group: 
Motion Picture .......... 31.1 40.4 204.6 219.2 13,348 17,338 87,764 94,055 
TT ct needs dene en's 31.9 40.0 203.5 218.2 13,077 17,144 87,325 93,554 
True Confessions ........... 42.9 49.4 273.5 276.4 18,385 21,208 117,304 118,627 
th MCieh pheeecscesoeees s 56.0 69.7 575.5 567.9 24,039 29,882 248,350 243,639 
Good Housekeeping .......... 162.0 150.0 900.6 872.9 69,455 64,320 386,274 374,558 
ii aka ph ekeee.ees 60.0 67.6 657.8 787.3 37,945 42,736 415,806 496,672 
Hillman Women's Group: 
PES bepadebees ves veces 20.6 24.2 130.1 158.1 8,859 10,388 55,819 67,853 
ED «ses gdccccccess 20.6 19.3 133.1 135.7 8,840 8,263 57,088 58,200 
i RR RS 20.6 19.3 133.1 135.7 8,840 8,263 57,088 58,200 
a 20.6 24.2 130.1 158.1 8,859 10,388 55,819 67,853 
i 17.9 21.6 115.3 134.9 12,572 15,162 80,920 97,315 
i sttines ees hee deve 41.2 40.1 271.0 250.9 17,673 17,183 116,189 107,599 
Ideal Women’s Group: 
tintimate Romances ......... 28.1 26.9 188.8 75.3 12,035 11,559 80,991 32,343 
GR 25.8 26.6 179.3 160.0 11,070 11,411 76,963 68,662 
Movie Stars Parade ......... 25.8 26.6 178.4 159.5 11,070 11,397 76,467 68,464 
Personal Romances .......... 34.6 31.9 229.4 191.3 14,844 13,695 98,386 82,085 
Ladies’ Home Journal .......... 106.7 138.7 753.5 859.4 72,581 94,286 512,387 584,404 
Macfadden Women’s Group: 
Radio & Television Mirror...... 27.8 32.5 178.6 198.1 11,944 13,955 76,611 84, 
A a eR 45.5 54.8 242.4 301.9 19,517 23,498 111,205 120,034 
PE Whe ceaghensevens 28.5 35.1 205.9 238.1 12,237 15,055 88,343 102,135 
True Love & Romance...... 28.8 36.6 187.2 219.5 12,371 15,720 80,291 94,176 
*True Romances ...........-- 32.2 39.5 — —_—- 13,797 10,932 
EE te 2ies deetsececsce 61.7 98.7 729.4 990.3 26,487 42,328 317,277 424,764 
er 83.8 89.1 473.2 546.4 995 60,584 321,795 371,580 
Pr [EEE wcccecccoadecse 64.9 70.0 397.6 448.2 27,8352 30,046 169,751 192,268 
Parents’ (N. Y. Metro. Ed.).... 73.1 76.5 448.3 494.3 31,355 32,835 192,304 212,052 
Screenland Unit ............ , 23.3 21.5 114.8 125.3 9,980 9,234 49,257 53,776 
 tisnn daekien ese ess 19.3 22.8 140.0 139.2 8,276 9,798 59,723 59,519 
Pinch csts gewsde ees 76.2 69.8 630.3 564.7 51,836 47,486 428,620 384,070 
Today's Woman 29.4 31.1 190.2 163.2 12,632 13,356 81,633 70,068 
i 38 Pea 61.2 76.9 362.6 406.2 26,266 32,975 155,123 173,777 
er 63.1 91.6 971.1 1,149.7 39,882 57,893 613,731 726,585 
Woman's Day (Nat'l) 45.4 56.1 294.2 300.9 19,459 24,077 126,194 129,117 
*All Editions ......... 47.0 59.0 311.6 318.4 20,163 25,311 133,625 136,622 
Woman's Home Companion ...... 63.2 73.3 462.7 466.4 42,978 49,815 314,661 317,036 
Tn + 4d. dn'o 0 6s 1,596.7 1,816.8 11,785.2 12.788.3 797,750 910,714 5,972,023 6,477,609 
*Not included in totals. ¢First issue, April, 1948. 
Outdoor 
American Rifleman ............ 51.9 47.5 297.9 301.1 22.283 20,374 127,863 129,167 
Field & Stream 76.3 89.1 444.1 470.4 32,726 38,203 190,500 201,782 


June Advertising Pages and 


Total Advertising, In Pages 


June 
1949 


Farm Magazines 


Capper's 


Farm Journal 


Farmer 
Country Gentleman. ... 


47.2 
92.0 
86.0 


Progressive Farmer : 


Carolina-Va. Edition 
Ga.-Ala.-Fla. Edition 
Ky.-Tenn.-W. Va. 


Edition 


Miss.-La.-Ark. 


Edition 


Texas Edition 


*In all 5 Editions .. 
*Aver. 5 Editions .. 
Southern Agriculturist . 


63.2 
65.0 


62.6 


61.8 
67.0 
55.8 
63.9 
28.6 


Jan.- dan.- 

June June June 
1948 1949 1948 
48.1 330.3 3399 
97.4 668.8 628.7 
94.0 6162 619.1 
68.2 465.2 479.4 
69.8 468.4 465.7 
66.5 4545 449.0 
64.0 450.2 4413 
70.2 479.7 485.5 
59.3 403.1 393.3 
67.7 463.7 464.2 
316 238.1 2548 


Total Advertising, 


June 
1949 


32,082 
62.554 
36.891 


46,012 
47,298 


45,546 


44,975 
48,748 
40,607 
46,515 
19,998 


June 
1948 


32,718 
66,262 
40,345 


49,673 
50,844 


48,403 


46,569 
51,082 
43,150 
49,314 
22,115 


In Lires 
Jan.- 
June 

1949 


224.601 
454,772 
264,249 


338,890 
340,991 


330,828 


327,649 
349,238 
293,422 
337,515 
166,672 


Jan.- 


June 
1948 


231,061 
427,520 
265,604 


348,983 
339,052 


326,958 


321,145 
353,443 
286,320 
337,961 
178,449 


Current Month 
Commercial 
Display, exclud- 
ing Poultry, 
Classified and 
Livestock 

In Lines 

1949 1948 
30,755 31.685 
61,233 64,757 
35,232: 38,886 
43,221 47,060 
45,040 48,834 
43,003 46,392 
42,712 44,607 
46,184 48,242 
39,107 41,959 
44,032 47,027 
18,388 20,602 
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GENERAL WOMEN’S OUTDOOR 
= 1949 1949 1949 
4 JUNE be) 74.256 / June B2|] 777 750 wunthd (77 #25 
4d may bol 4094/60) =| uy 4/5. 469 Mav Ed 67 9// 
19486 
— LOCPOS/ | al |WO 7/4 Aer | 65,958 
1 WEEKLIES CANADIAN 
1949 1949 
dunt 1] FO $75 June 1/4 762 May 4740,202 | wueB) 235,525 
MAY EY 38852 MAY Fa] 28. GAS APRIL 477Z 506 | MEA 394 F762 
1946 1948 1948 19946 
bo 32,899 June 44,196 MAY |\4926,844 JUNE a 361,295 
ad 
oe - Pages-——__- --—_, — —————Lines—____—__ - 
une June Jan.-June Jan.-June June June Jan.-June Jan. -June 
1949 1948 1949 1948 1949 1948 1949 1948 
Fur-Fish-Game ..........-+++: 21.2 24.1 135.3 156.4 9,076 10,328 58,051 67,065 
Hunting & Fishing ............. 28.8 41.1 162.8 186.7 12,375 17,622 69,900 80,092 
ET LK 35% 0000 oo 6 oeves 66.6 77.5 379.7 398.1 28,568 3,267 162,860 170,804 
hes nk xd 0-0 av od des 18.1 25.5 141.4 138.8 7,767 10,949 60.606 59,517 
EE. Scan nnavawd a pwerk 71.4 _82.1 — 408.9 _ 434.3 _ 30,630 35,215 =—:175,407 182,300 
OD. cinta ts cwened 09a 334.3 9 1,970.1 2,085.8 143,425 165,958 845,187 $90,727 
Youth 
The American Girl ............ 9.4 y3 63.7 90.8 4,024 4,929 27,330 39,002 
Pore 20.6 a 95.6 106.1 13,988 14,598 65,091 72,187 
Calling All Girls ............... 17.3 20.2 143.8 135.5 7,431 8,688 61,689 58,160 
PT ihe wns tineese du veces 0.3 0.3 4.2 15.6 140 117 1,817 8,255 
SN Srcb ceovieeccetecse 1160-129 Bl B42 4.992 = 5,517 29.191 36,068 
0 Ee 59.2 4 375.4 432.2 30,575 33,849 185,118 213,772 
Comics Magazines 
A ices peoereese 6.0 5.0 — eS 2.268 1,890 
Famous Funnies .............. 6.0 5.0 30.0 22.0 2,322 1,935 11,610 8,514 
Fawcett Comics Group .......... 8.5 8.5 41.0 43.0 3,213 3,213 15,498 16,254 
a*Harvey Comics Group ........ 5.5 7.5 32.5 34.5 2,457 2,079 12,285 13,041 
Lev Gleason Publications ....... 8.7 48 40.7 48 3,276 1,827 15,372 1.827 
Marvel Comics Group: 
Ss 2 25.5 8.2 139.7 47.5 9,629 3,087 52.754 17,955 
ofS SppRe 6.5 — 42.9 — 2,457 16,182 
. * (arpa yesenee 10.0 a 48.8 — 3,780 18.425 
~o » _— aa 9.0 ae 48.0 -_—— 3,402 — - 18,144 
*Premium Group Comics ........ 4.7 — — ee 1,776 
te ona ddd ee oadhy 1.3 —— 7.5 6.1 522 3.018 2.780 
bStandard Group of Comics...... 4.0 3.0 23.0 - 27.5 1,512 1,134 8.794 11,907 
a° True Comics ......00sceeeees 2.3 5.9 86 13.1 916 2398 3,450 5.201 
eee (GU: adaccce ¢0he 60% 52. 29.5 274.4 144.8 19,962 11,196 114,363 66.778 
*Not included in totals. a May-June linage. b Formerly Thrilling Comics Group. c June-July linage. 
Weeklies, Bi-weeklies, Semi-Monthlies—May 
May May - Jan.-May Jan.-May May May dan.-May Jan.-May 
1949 1948 1949 1948 1949 1948 1949 1948 
SE WEE areas odcececs 78.7 92.3 342.5 373.3 78,717 92,336 342,479 373,324 
WE siebcccesdeese 300.2 388.3 1,522.4 1,597.5 126,072 163,067 639,365 670,943 
*Christian Advocate ............ 14.5 19.1 a a 6.018 8.036 
RE. «ee 161.0 232.3 708.1 930.2 109.504 157,982 481,572 632,468 
DC dhs) edb aebes 600400 25.7 33.3 147.8 168.6 10,992 14,282 65,336 72,337 
Cit ob e6 aheweusseee op 64 17.0 25.0 121.9 128.1 17,864 26,278 127,97 134,456 
ee 414.7 407.5 1,534.5 1,6°6.4 282,020 277,132 1,043,436 1,112,828 
Sn Wild seoces dobbbs caneeas 131.7 113.5 529.8 462.7 89,534 77,192 360,254 314,584 
eS Coe 259.4 69.8 1,077.3 1,134.8 108,963 113,321 452,457 476,583 
New York Times Magazine...... 188.6 193.5 769.0 738.1 160,305 164,449 653,665 627,477 
2 a are 278.0 331.55 1,283.4 1,273.5 119,278 142,231 550,638 545,604 
Dts tatbeeocies ee steeres 37.7 37.0 183.5 141.9 32,082 31,471 156,013 120,651 
DEE Bee decsectonccse es 51.4 43.9 224.3 189.4 22,003 18,850 96,186 81,297 
Saturday Evening Post ........ 415.3 492.6 1,830.2 1,849.6 282,428 334,988 1,244,532 1,257,713 
TSaturday Review of Literature .. 49.5 41.1 237.6 206.8 21,246 17,623 101,945 88,714 
Scholastic Magazines .......... 39.5 38.5 122.6 125.2 16,582 16,206 51,474 52.645 
PGE GEE sb eeb.vetececcee 23.0 22.8 126.8 111.3 24,574 24,362 135,760 119,119 
This Week Magazine .......... 59.8 67.3 274.4 280.6 50,832 57,171 233,160 238,411 
. fF Sl 354.7 366.3 1,498.2 1,531.0 148,906 153,908 629,159 643,070 
U. S. News & World Report..... 91.0 1048 475.4 519.9 38,240 43,995 199,668 219,277 
i rrr rTr Tir 2,976.9 3,301.3 13,009.7 13,398.9 1,740,202 1,926,844 7,565,071 7,781,501 
*Not included in totals. {Four issues 1949; five issues 1948. 
Canadian 
Canadian Home Journal ........ 48.2 47.8 256.1 277.1 32,757 32,498 174,161 188,395 
Canadian Homes & Gardens ..... 57.5 60.6 291.0 295.4 38,657 40,726 195,690 198,528 
DD ‘ccc esdecseecbdeccers 42.8 53.3 249.6 275.3 29,103 35,274 169,665 186,204 
Maclean’s (2 issues) .......... 68.5 $3.0 378.2 419.2 46,548 56,440 257,197 284,721 
DT s00b6 4006060 6nb0 0000 79.7 98.6 307.4 373.0 53,585 66,253 206,673 240,636 
National Home Monthly ........ 38.1 31.8 186.0 162.4 25,908 21,680 126,700 110,589 
SP esi cicacebeccsee 24.3 28.3 119.7 136.4 10,439 12,162 51,357 58,502 
Readers Digest: 
TT scoteudececcs 50.0 31.0 229.5 109.0 9,100 5,612 41,761 19,838 
SD 256 é0eeveceess 50.0 31.0 234.5 102.0 9,100 5,642 42,579 18,464 
Revue Moderne, La ............ 29.7 34.7 169.5 180.3 20,174 23,588 115,221 122,527 
Revue Populaire, La ............ 37.6 38.5 207.1 215.2 26,351 26,951 144,896 150,585 
SE, EE) dates dsencncecce 48.3 49.2 181.0 1725 33,803 34,439 126.680 — 120,770 
Te CE eG ean os 8 cesces 574.7 587.8 2 6 717.8 335,525 361,295 1,652,580 1,699,759 
{May linage. APublished monthly from March 1948. 
**Canadian National Weekend Newspapers (Rotogravure Linage) 
SS Se rrr ee 56.8 58.2 174.0 181.5 56,779 58,197 174,020 181,547 
EM DE. odaw che covscecewe ces 56.3 53.6 181.3 190.2 56,311 53,633 181,296 190,385 
BED. cceeterccetdcesecccs 55.5 67.0 207.7 216.2 55,515 67,032 207.737 216,133 
Star Weekly ......-..6...0005 63.6 78.7 271.0 «280.2 © 60,411 974.725 «= 257.466 9 266,209 
OD sic ssacvcrsucnss 232.2 2575 8340 868.1 229.016 253.587 820.519 854,274 
**May linage. Cumulative totals are for January-May period. 
Linage In Farm Publication 
Current mon’ 
Commercial 
Display, exc! '- 
ing Poultry 
Total Advertising, In Pages Tota! A.vertising, In Lines Classified an 
Jan. - dan.- Jan.- Jan.- Livestock 
June June June June June June June June In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1° 8 
Successful Farming ... 87.5 102.6 607.4 _ 605.5 39,371 ; 46,187 __ 273,292 272,499 38,479 45. 9 
Total Group ....... 660.9 712.4 4,778.8 4,768.9 423,475 454,198 3,071,182 3,064,714 404,247 436, 4 
*Not included in totals. 
Monthlies 
American Fruit Grower . 21.7 20.7 196.6 220.3 9,239 8,822 83,803 94,074 9,059 8.6.3 
American Poultry Journal: 
Eastern Edition .... 21.6 24.4 280.3 283.2 9,253 10,455 120,297 121,499 6,178 7,5-2 
Central Edition .... 17.4 20.6 232.4 241.9 7,467 8,832 99.674 103,807 4,930 6,35 
Western Edition .... 16.7 18.8 198.3 207.7 7,048 8,085 84,943 89,152 4,859 5,8 3 
*In all 3 Editions .. 15.0 17.4 181.0 193.5 6.419 7,455 77,594 $3,050 4,537 5,44 
Arkansas Farmer 7.7 10.3 63.5 70.8 5,854 7,788 48,011 53,609 5,374 6,5 9 
Better Farming 
Methods ......... 20.4 24.4 202.0 189.4 8,756 10,464 86.653 81,242 8.756 1044 
SA ee 17.5 20.7 118.7 132.8 7.378 8,719 49,865 55,788 7,378 8,719 
Breeder's Gazette .... 19.2 20.6 122.8 136.7 8,645 9,269 55,275 61,551 6,181 5,739 
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John Maher 


Priating Company 


announces 
the 


—— 


ous AS BY \ 


-DIVISION 


RINTED labels... any size... any quantity 

'y number of colors ...with high quality and delivery- 
to-promise assured by the newest and 
finest pressroom and finishing equipment. 


2001 CALUMET AVENUE 


CHICAGO 


Victory 2-0300 


WASHINGTON—National Tea Co., 
Chicago, notified the Federal Trade 
Commission last week that it will 

esist the government’s attack on 
grocery coupon promotions. 

In reply to a complaint issued 
by the commission early in April 
(AA, April 18), the food chain 
denied that the coupon promotions 
involve an injury to competition, 
among food suppliers or retail- 
ers. 

FTC’s complaint claimed that 
National Tea “unlawfully induced 
sellers to grant discriminatory 
prices” in conjunction with cou- 
pon redemption plans operated at 
232 National Tea stores in Chi- 
cago and 39 in Indianapolis during 
the last three months of 1948. 

The coupon plan, involving a 10¢ 
discount on about 50 different 
products, aroused competing re- 
tailers in both cities, and led to an 
epidemic of price cutting. 


Inglis Appoints Hendry 


A. T. Hendry, formerly produc- 
tion manager of the Toronto office 
of Harold F. Stanfield Ltd., has 
been named advertising produc- 
tion supervisor of John Inglis Co., 
Toronto, engineer and manufac- 
turer. 


Capewell Appoints Two 
John W. Clark, assistant to the 


president, has been appointed di- 


ae 
OIMENSIOWAL 
DISPLAYS 


Oe EEE 
Commercial $| [el MAGAZINES MONTHLIES SEMI‘ MONTHLIES 
Display, exclud- 1060 
ing Poultry, 1949 
Total Advertising, In Pages Total Advertising, In Lines Classified and JUNE 3 7] 423,475 MAY 882,760 
Jan.- Jan. - Jan. - dJan.- Livestock 
June June June June June June June June In Lines Se sg 523,979 APRIL 978,094 
1949 1948 1949 1948 1949 1948 1949 19480 1949stiéd oul 
alifornia Citograph 27.0 26.2 1622 1628 18116 17,612 108,822 109,284 17,875 17,359 i 844,664 
attleman, The ...... 67.2 75.0 545.5 545.7 28,234 31,528 229,202 229,252 15162 18056 
lectricity on the Farm 16.4 22.0 985 1209 5,857 7,876 35,081 43187 5857 7.876 DAILIES CANADIAN 
wm and Ranch .... 264 29.7 2319 2348 18,498 20,848 162,772 164,584 17,000 19.312 
armer-Stockman ..... 23.7 26.1 210.1 202.0 18,003 19,826 157,870 152,718 16.487 18849 1949 1949 
“Florida Cattleman... 34.0 409 —— —— 14,303 17,208 9,968 11,242 | 
lorida Grower ...... 121 105 1083 1232 8200 7,106 73,396 83,720 7,690 6,596 79,489 MAY Bs] (64,460 MAY 439,023 
entucky Farmer 12.7 142 1261 1319 9,987 11,140 98844 103431 8301 9,471 -— 
wichigan Farm News . 21 15 135 Wil ~<4972 3,500 31,680 26,381 4872 3,360 89.045 wan Fos) /82,9/6 APRIL 500,767 
vational Live Stock 1948 
Producer .......... 31 30 549 60.1 2,228 2,249 39947 43,923 1938 1918 AF g 77, 4/8 pre (31,084 Bi 408,038 
‘Nation’s Agriculture . 65 72 446 422 2912 3,227 20,006 18,986 2912 3,227 
pacific Poultryman ... 28.6 22.3 219.4 195.5 12,267 9,576 94,162 83,882 7159 5685 
Poultry Tribune: Current Month 
Eastern Edition .... 283 35.5 334.4 3336 12,156 15,219 143,420 143,472 8,800 11,900 pee 
Central Edition .... 25.3 30.1 287.1 2945 10,847 12,907 123,178 126,323 98,336 10,423 wage 
Western Edition .... 22.3 28.7 246.9 249.0 9,579 12,308 105,938 106,743 7,500 9,819 en Gestion 
*In all 3 Editions .. 216 27.1 2254 2253 9.271 11,645 96,705 96,688 9.271 11.645 6 Ss ae 
esouthern Farmer .... 67 9.7 549 76.0 7,370 7,800 60,468 61,968 6,420 7,266 eee ee eS | hl 
southern Planter 13.1 166 1810 205.4 9,167 11,633 126,650 143,779 $8180 10,473 a i Se “ee May er os dees 
Western Dairy Journal . 45.1 42.5 259.3 2695 18960 17,857 108,955 113,308 8,344 8,316 1949 y 1948 1949 1948 1949 1948 1949 1948 1949 1948 
Western Livestock . 
Wisconsin 
SOMO oe eee sees SS ae oe SSSEl SLSl SEY EWRae Lasse Eee Vaan | wele ...... 64.9 54.8 309.5 271.2 50.883 42,967 242,629 212,519 47,843 40,689 
bape age Sel? =AUS SIMS F911 251, Wo ERS SAMS SS are | (Yetel Grow ....... T1675 T1i31 5997.3 5,649.3 882,760 844,664 4,534,039 4,213,441 782,667 751,908 
*Not included in totals. *May linage. *Larger page size 1949. *Not- included in totals. *Smaller page size 1949. >Herdsmen edition only. This edition also carries all linage carried in 
Newspaper Monthly Farm Sections Western Perm te. 
lowa Farm & of a a Bi-Weeklies—May 
Home Register 164 169 1393 1180 17,555 009 144,216 125,868 16,801 18, 
Rural Gravure ....... 55 43 285 200 5.488 4,284 28,539 19,985 5,488 4,284 | f*Arizona Farmer we =— om OM —— oe 
Total Group ...... 219 ~ 212 “167.8 “1580 “25,043 22,293 172,755 “145,853 "22,289 22,293 | “northern Edition ... 56.7 60.7 281.0 303.4 42,898 45,904 214,422 229,444 39,208 42,518 
Current Month Southern Edition . 50.9 56.5 268.6 291.0 38,487 42,725 203,017 220,085 34,757 39,125 
Commercial tDairyman’s League 
Display, exclud- Sal 121 98 503 46.2 8819 7,088 36,595 33.615 7,054 5,944 
ing Poultry, Total Group ...... 119.7 127.0 599.9 540.6 90,204 95,717 454,034 483,144 61,019 87,387 
Total Advertising, In Pages Total Advertising, In Lines Classified and *Not included in totals. {Two issues 1949; three issues 1948. {Three issues 1949: two issues 1948. 
Jan.- Jan.- dan.- Jan.- Livestock 
May May May May May May May May In Lines Weeklies—May . : 
BR te SoM on a tCapper’s Weekly 68 111 47.8 516 15,318 24,822 107,155 115,649 7,218 16,036 
Semi-Monthly—May ia ' . 
American City Star ........ 26.0 213 178.2 1229 64.171 52,596 345,241 302,954 48,952 36,001 
Agriculturist ...... 26.4 30.7 1648 171.0 19.217 22,338 120,045 124,413 16,543 19,676 Total G “328 ~ 324 “2260 “1745 79.489 77,418 452,396 418,603 56,170 52,037 
“California Grange oe eee cosnee. ‘ , ’ ; , 
ee 315 288 —— —— 34,223 31,248 33,964 30,730 | ftFour issues 1949; five issues 1948. 
Colorado Rancher and 
ll —E=nt 318 27.0 1512 137.9 23,998 20,419 114,231 104,142 21,410 18,159 Dailies—May 
Cooperative Digest 14.3 145 100.5 110.4 2,992 3,045 21,104 23,104 2,992 3,045 | Oe ain Drovers 
Dakota Farmer ...... 80.0 76.0 365.7 311.8 62,687 59,547 286,756 242,286 58,452 56,060 94 23,194 
Farmer, The ........ 77.0 67.9 400.4 335.0 60,386 53,261 314,028 238,509 52,995 45,872 ee tenes 19.1 18.6 129.4 121.6 40,645 39,647 275,362 258,625 25,6 
Hoard’s Dairyman .... 381 40.5 225.4 243.7 27,768 29,495 164,169 170,122 23,210 24,374 34,479 
idaho Farmer ....... 522 52.9 2584 2441 39,495 40,720 195/421 184,447 37,187 37,917 | | Drovers Telegram 24.2 25.9. 152.2 1532 51,549 55,162 323,997 325,930 33,705 
indiana Farmer's 5 472 34,553 
i 22.4 289 146.7 157.5 17,568 22,693 115,065 123,529 12,154 16,676 Po ge on meee 21.6 (232 1515 165.9 45,868 49,307 322,192 352,944 30 i 
Kansas Farmer ...... 46.7 46.0 224.3 216.4 35,462 34,961 170,455 164,472 30,509 30,155 384 25,792 < 
Michigan Farmer .... 47.5 45.9 259.6 236.0 36.509 35,214 199,392 181,269 30,802 30,588 | Stock Reporter .... 124 17.4 90.2 94.8 26,398 36,968 192,080 201,635 wa” aiEats a 
‘Missouri Farmer. 71 7.0 355 401 5370 5,454 26956 31,228 5,056 5,063 Total Group ...... 77.3 ~ #5. 523.3 ~5355 164,460 181,084 1,113,631 1,139,134 108, ie 
Missouri Ruralist 30.4 32.0 166.4 174.6 23,102 24,351 128,787 130,404 19,888 21,777 “fe 
Montana Farmer 69.1 585 297.2 263.7 52,202 44,509 224,798 200,006 45,629 39,197 Canadian re 
Nebraska Farme 75.4 70.6 392.1 386.5 56,967 53,370 296.321 278,639 48,874 47,147 
rom A taal **Canadian Countryman 46.3 47.3. «-230.4.« 211.3 32,412 «33,128 «161,295 147,969 25,924 24,554 
Homestead ........ 39.1 411 213.7 218.0 27,345 28,747 149,583 152,508 20,397 20,437 *Femity Woraie & 
Ohio Farmer ....... 49.7 48.2 284.1 256.5 38,159 37,016 218,174 196,929 33,524 33,656 eekly Star: 391 
Oregon Farmer... S16 54.0 252.4 242.7 39,024 40,815 190,805 183,457 36,716 38,012 | Eastern Edition .... 89.0 85.5 470.7 406.7 88.995 85,505 AOTAy she TEE Seis $7938 
Oregon Grange ease ’ ; : , ; 3 17,225 16,959 
Bulletin .......... 18.0 16.7 81.3 73.2 «19,572 18,172 87,792 79,422 19,872 18,172 | Farm 5 Ou Gute 25.1 24.4 150.2 134.3 18,051 17,556 108,146 96,66 
Pennsylvania Farmer 46.4 37.9 256.8 241.2 32,863 29,075 194,313 176,616 27,523 25,093 1 167,282 152,309 27,594 30,709 
Prairie Farmer ...... 74.8 66.2 374.8 358.0 54,484 48,165 272,892 260,578 45,750 40,684 | , Nome Magazing .... AG) = SEA 208.08 AD 3.0 osoes 134809 151.808 19,314 21,702 
Utah Farmer ........ 39.3 36.7 188.8 192.0 28,642 27,731 142,719 145,258 26,715 26,914 | Fe ME , , : ’ ’ 
Wallaces’ Farmer & 411 690,076 640,958 66,452 65,344 
lowa Homestead .... 74.5 68.8 398.3 356.7 58,384 53,972 312,417 279,656 54,091 49,535 | ,,vmer .-....-.-. 107.2 115.0 613.3 568.8 120,800 IE Coes 320.528 32.908 26,837 
Washington Farmer ... 52.3 50.9 251.1 238.5 39,503 38,491 189,774 180,405 37,195 35,688 - 2 Se Oe Se 5355005 2110283 296015 287,054 
Western Farm Life.... 38.5 38.4 198.3 190.6 30,188 30,136 155.413 149,523 27,640 27,322 Total Group 441.2 444.2 2,411.9 2,184.0 420,972 425,594 2,329, add, ’ ' 
’*Herdsmen Edition .. 13.9 13.3 172.0 179.7 10,913 10.388 134,889 140,914 2,170 1,306 **May linage. {Not included in totals. 
Opens Portland Office branch office in the Olds & King . s rector of sales and executive as-, domestic sales and export sales 
, has 
Rae Mr. Foster Travel Service, | department store. Marie L. Conde National Tea Denies sistant to the president of Cape- oo. P. B.. te ee a 
, has opened a Portland, Ore.,| has been named manager. Coupon Promotions well Mfg. Co., Hartford, Conn. He| been named assis 
po will supervise both the Capewell! dent. 
Hurt Competition 
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Miniature Model, 
in a Bottle, Sells 
Tabu to Onlookers 


Cuicaco—Downtown shoppers in 
other metropolitan cities are go- 
ing to view the “bottled beauty” 
that stopped the crowds at the 
Hochschild Kohn department store 
in Baltimore while Dana Perfumes, 
Inc., sprayed them with its Tabu 
perfume. 

In setting up the display, Dana 
blacked out all of the window 
except the small space needed 
for the bottle of Tabu. Then while 
a model at one end of the window 
space modeled the newest in eve- 
ning clothes—and applied Tabu 
lipstick and perfume—a mirror 
and lens projected her reflection, 
in miniature, through the bottle 
itself. 

Crowds were so enthusiastic at 


A HOME OF YOUR OWN 


Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, lil. 


WITH MIRRORS AND LENS—Dana Perfumes worked store magic with live models 

which appeared as miniatures in a bottle of Tabu perfume, wearing evening clothes 

and displaying Dana products. This is one of the crowds before a Baltimore store, 
and a close-up of what they viewed. 


the Baltimore store that guard 
rails had to be erected to protect 
the window. Video station WMAR 
photographed the event for later 
showing, and the display also was 
promoted via Hochschild Kohn’s 
sponsored radio programs. 

Dana has scheduled the promo- 
tion for windows at Filene’s in 
Boston, Frederick & Nelson in 
Seattle, and Woodward & Lothrop 
in Washington, D. C. Two models 
will alternate at showing off the 
gowns, and Dana merchandise, in 
the diminutive boudoir. 


Appoints David Selders 


Phillips-Reick-Fardon, Kansas 
City agency, has appointed David 
V. Selders, formerly secretary of 
Spear Mills, Inc., a member of the 
agency’s executive staff. The agen- 
cy has moved to larger quarters 
at its present address, 1012 Balti- 
more. 


Clarke Opens Atlanta Branch 


Robert E. Clarke & Associates, 
Miami, Fla., has opened an Atlanta 
branch office in the Rhodes-Hav- 
erty building. George I. Clarke, 
manager of the Charlotte, N. C., 
branch office, has been named 
manager of the new branch. 
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METROPOLITAN OAKLAND AREA* 


No other Bay Area newspaper tops the total advertis- 
ing lineage of the Oakland Tribune, which has had the 
greatest Home Delivered daily city circulation in Northern 
California since 1939. Offering its advertisers the advan- 
tages of concentrated coverage, the Oakland Tribune con- 
tinues to produce outstanding results. 


Write to the Oakland Tribune, Oakland 4, California, 
for your copy of the 1949 “Bright Spot,” which gives the 
facts about the “Billion Dollar Market.” 

*Alameda and Contra Costa counties 


u 


— Oakland zG2Tribune 


SOROCIETED FOEED SHOOT TO G1O8 COOKE SUITED PEED. GOrEsEe OOHLY SHOE FORE Ge SERTIEE 


ional Representatives Including Sunday Magazine 


Dallas Stores Build 
Volume with ‘Life’ 
Advertiser Contest 


DaLLas—Wyatt Food Stores fig- 
ure that a lot more customers know 
now where they can go to buy 169 
different items advertised in Life, 
and that at least a few advertisers 
know more about the chain of 16 
supermarkets here. 

The knowledge results from a 
colorful ten-day “As advertised in 
Life” event, linking the food chain, 
the magazine and national adver- 
tisers whose products are mer- 
chandised by the stores. 

A big 12-float parade through 
the downtown district launched 
the recent promotion, which was 
arranged by Mack Haney, Wyatt’s 
advertising director. Each float de- 
picted the product of a Life ad- 
vertiser and carried a pretty South- 
ern Methodist University coed as 
the advertiser’s candidate for “Wy- 
att Queen.” Spirited electioneering, 
attracting city-wide interest, was 
a continuing part of the promo- 
tion. 


s Standard Brands, Inc., whose 
Jody Wilson was crowned queen, 
released all workers at its three 
local plants so they could attend 
the parade and cheer the Chase 
& Sanborn float. Frito Co. pre- 
sented its candidate daily for a 
week on television, via WBAP-TV, 
Fort Worth, which also serves 
Dallas. Other participating Life 
advertisers included Kraft, Gold 
Seal glass wax, Armour & Co., 
C. A. Swanson & Sons, Simoniz, 
Bon olive oil, Bakers of America, 
Durkee’s Famous Foods, Stokely- 
Van Camp and Pepsi-Cola. 

During the ten-day period, Wy- 
att’s mewspaper advertisements, 
windows and interior displays 
featured the products advertised 
in Life, and cooperating advertisers 
used newspaper space to back their 
entries. Individual store managers 
competed for cash prizes on their 
own tie-in designs. More than 
152,000 contest votes were cast on 
Wyatt store cash receipts, used as 
ballots. 


Mactadden Appoints Force 


Jack Force Jr. has been ap- 
pointed supervising art director for 
all nine Macfadden publications, 
New York. For the past six years 
he has been promotion art direc- 
tor. Before joining Macfadden he 
was art director at Gimbel’s. 


Bergman Promoted by U-I 

Maurice Bergman, formerly east- 
ern director of advertising and 
publicity for Universal-Interna- 
tional Pictures, New York, has 
been assigned to a new executive 
post coordinating all the company’s 
public relations program. 


Cristy Names Aitkin-Kynett 


Cristy Chemical Corp., Worces- 
ter, Mass., has appointed Aitkin- 
Kynett Co., Philadelphia, to direct 
the advertising of its Drygas auto- 
mobile gas-line anti-freeze. 


Drops Peter Breidt Account 

A. W. Lewin Co., New York, 
has resigned the advertising ac- 
count of Peter Breidt Brewing Co., 
Elizabeth, N. J. 


Survey Covers 
Unemployment in 


AM, FMand TV 


50% of Actors Jobless 
in ‘47; BLS Reports on 
AM, TV Job Prospects 


WASHINGTON—Nearly one-fifth 
of the radio actors and one-tenth 
of the singers on the air were en- 
tirely without work and looking 
for work during at least half of 
the weeks in 1947, according to a 
survey reported in the May issue 
of the Monthly Labor Review. 

In an article on the employment 
and unemployment of radio art- 
ists, based on a survey in 15 major 
cities, it is reported that the rate 
of unemployment of radio actors 
during 1948 was much higher than 
for the working population as a 
whole. Radio singers also had a 
high unemployment rate, although 
most announcers and sound-ef- 
fects men were found to be reg- 
ularly employed. 

About 50% of the actors re- 
ported that they had not had work 
during the survey week, and only 
23% of the remainder said that 
they had other types of work. Only 
about 50% of the singers said that 
they had had work on the radio 
during the week, but more singers 
than actors had outside employ- 
ment. 


ws More actors, singers and an- 
nouncers were out of work in Los 
Angeles in proportion to the total 
than in any other city. New York 
was the second spot in per capita 
unemployment and Chicago was 
third. The smaller cities, as a rule, 
had fewer persons out of jobs at 
any one time. 

Unemployment in the case of 
stars who do not need or expect to 
work each week does not mean a 
great deal. Nor is it of vital im- 
portance to students or married 
women to whom radio work is in 
part a hobby. But, judging by the 
figures on earnings, unemployment 
for many others is a serious prob- 
lem. 


ws The Bureau of Labor Statistics, 
Department of Labor, also has is- 
sued a booklet in its Occupational 
Outlook Series entitled: “Employ- 
ment Outlook in Radio and Tele- 
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vision Broadcasting Occupations d 
The booklet comments that thg 1 U 

100-odd TV stations scheduled { 

go on the air this year will cx 


quire hundreds of technicians : ny ul ] 
other workers, and several thy 
sand will be hired by AM and “) 

stations. It adds, however, tag lere 
competition will be keen, and m:n) 


technicians with requisite FCq 
licenses will be unable to locatd (Co 
employment. o ciated 
The booklet notes that the broig§V AA ar 
casting industry has from 40,)oqW<!uable 
to 50,000 full-time employes, o#o manag 
whom more than a third are jqgood ind 
program departments. Only aboug Robert 
200-300 singers and actors hay@Sprinkle: 
fulltime jobs with stations anq@400% in 
networks, although several thou4propriati 
sand of them work on a free-laicdket and s 
basis, mainly in New York andpany, an 
Los Angeles. o., Detr 
presentat 
@ The booklet forecasts increashandisir 
ing employment in the broadcast basic s 
ing industry for another year ojftially p. 
two, but at a slower rate than sincament gro 
the war. The best chance for new4 Charle: 
comers will be at new stations, thaCorp., P 
booklet declares, especially thqeompany 
small, local outlets. effective 
As for television, the BLS re4ertising, 
port asserts, the majority of thdhas been 
new personnel will be drawn fronm@ising an 
the staffs of presently operatingjng many 

AM and FM stations, and techni 
cians will have the best opportun4s Williar 
ities, since the proportion of techquitable 
nicians needed in a TV station igwell Mf, 


greater than in a radio station. onsumer 


0 provic 
Duncan Candle Names Hansomdustria! 
Hanson Advertising Agency, Sangcribed a 


ta Ana, Cal., has been named tan the | 
handle the advertising and publidroved r 
relations of Duncan Candle Co.his comp: 
manufacturer of novelty candles George 
Copy in Sunset will be used start oe 
ing in July and will run for a fulg@sident, 
Dunlap A 


year. 
ated the 


Senate Wife Buys into WFGNP°"veyor 
Mrs. Gladys A. Johnston, wif@inn., ar 
of Sen. Olin D. Johnston (D., Spific inqu 
C.), has purchased a 25% interes@f Irene (¢ 
in the Cherokee Radio Co., whiciikger, has 
operates Station WFGN, Gaffneygnen busy 
S. C. Louis M. Neale has been apfyparts wh 
pointed the new manager of), 4; h 

WFGN. e 
ollar of 
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Inexpensive fibre board yertical files tha’ 
enable you to store a whale of a lot on /itt 


shelf space. No stac 
ing. Made in 9 use 


Danby snd alam tote 
STORAGE FILE CO. Box 125-G WAUSAU, WIS sing age 
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SEEING IS BELIEVING. Let us show you proofs of ‘he # take | 
finest process color plates, produced regularly for the le. d- “ vn 
ing advertising agencies, that have appeared in natic 10! §., iewing 
publications. You are always assured of faithful rep ° Bhi meth 
duction by highly skilled craftsmen whenever you s¢# es of | 
FAITHORN. This is an important part of FAITHORN C-™- . eprese 
plete 3-in-] Service—Ad setting, Engraving and Pring § be 5 
—all under ONE roof. ONE contact and ONE order -9 Bn he jig 
definite saving of your TIME, TROUBLE and MON®’. Fe jireme 
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“Merchandising 
lox a (Continued from Page 1) 


ociated Business Publications, 
1 AA and other groups, contains 


road 

40. \oqvcluable material to demonstrate 
ps, oo Management the penetration of 
ire jgggood industrial publications. 

abou tobert A. Joyce, Automatic 


havgSprinkler Corp., showed how a 
; and400% increase in advertising ap- 


thougpropriations accompanied a mar- 
-lanca@ket and sales analysis for his com- 
< andpany, and E. C. Howell, Corboloy 

o., Detroit, showed a sound film 

presentation of an integrated mer- 
creasehandising program built around 
dcast4a basic sales idea which was in- 


ar omtially presented to top manage- 
-sincagment groups of buyer eompanies. 
new4 Charles Schmidt, U. S. Steel 
is, thqCorp., Pittsburgh, reviewed the 
y tha@company’s successful study of the 
ffectiveness of business paper ad- 
S re4vertising, which in slide film form 
yf thd@has been shown to scores of adver- 
. fromfising and business groups, includ- 
ratingng many abroad. 
echni 
rtun4s William Weimer, Pittsburgh 
techEquitable Meter Division, Rock- 
ion igwell Mfg. Co., suggested using 
on. onsumer advertising techniques 
0 provide spectacular results of 
msomodustrial advertising, and de- 
, Sangcribed a double-barreled contest 
ed tain the waterworks field which 
oubliq@roved remarkably successful for 
> Co.fhis company. 
George Callos, executive vice- 
resident, Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, re- 
ated the case history of Standard 
IFGNponveyor Co., North St. Paul, 
wifq™linn., and showed how the spe- 
D., Seific inquiry advertising technique 
teres§f Irene Carlson, advertising man- 
whichger, has been able to keep sales- 
ffneygnen busy in closing business. The 
M @P#harts which he displayed showed 
‘Tr ©@he high results in sales for each 
ollar of advertising expenditure, 
he peak reaching $18.90 and the 
ORMurrent figure being $13.20. 
ETCphrough the methods of this com- 
any, cold or aimless sales calls 
‘ “re held to a minimum, he said. 


Ny ang? Another spectacular demonstra- 
ii in. t@tion on the same subject was pre- 
Wrenpented at another session by John 
~~ lather Lupton, New York adver- 
uy, wisfsing agency head, who appeared 
garbed as a farmer and presented 
a “tool shed” which included var- 
ous farm implements. He ex- 
plained how advertising procedures 
ran be compared to the tools used 
by the farmer, and said that since 
most business executives have farm 
backgrounds, this analogy is high- 
y successful in identifying adver- 
ising and sales promotion with 
orrect business policies. 

At the final session Wednesday 
fternoon, James Thomas Chirurg, 
ead of the Boston and New York 
gency of that name, lampooned 
‘ar ous ills in media buying, rang- 
ng from the desire of the buyer 
take care of his friends to 
‘bl ndness to all but the No. 1 
ocx.” He suggested planned in- 


ional Be, iewing as the answer. Under 
ep ° Bhi’ method, he said, media exec- 
y set es of advertisers and agencies 
C-m- fe -epresentatives at specific times 
; or the purpose of complete and 
mong a. : : 

a) -ful reviews of their services 
*—-9Bn he light of specific marketing 
NEY. Fe iirements of the advertiser. 


iis, Mr. Chirurg insists, is much 
m -e satisfactory for all concerned 
th 1 haphazard interviewing as an 
Fi roach to making a list which 
P! vides the coverage and impact 
re aired for a successful cam- 

n. 

eorge Laflin Miller, “Aesop 

1,” New York, outlined a 
-h ck-list for industrial copy writ- 
fr: emphasizing the necessity of 


CENTRAL OHIOANS ELECT—Reginald W. Testement (seated, center), of Byer & Bow- 
man Advertising Agency, Columbus, heads the Central Ohio Industrial Marketers 
for the coming year. Other new officers are (seated, left) Luther Ohrstedt, American 
Ceramics Society, Columbus, treasurer, and (right) John Ginsler, ad manager, Inter- 
national Derrick & Equipment Co., Columbus, secretary. Standing: Joseph M. Mil- 
lious, ad manager, Universal Concrete Pipe Co., Columbus, director; John Zimmerman, 


ad manager, 


oo ° 


Robbins & Myers, Springfield, retiring president; Warren Berry, ad 
Machine Co., Columbus, director, and W. H. Kight, Kight Advertis- 


ing Agency, Columbus, vice-president. 


the fresh approach obtained by a 
study of the exclusive features of 
the product itself. 


s Hal Burnett, Burnett & Logan, 
Chicago public relations counsel, 
provided some practical ideas on 
industrial publicity, pointing out 
the common-sense approach of 
studying industrial publications 
and then giving the editors what 
they want and can use. 

Roy W. Gifford, former pres- 
ident and chairman of the board, 
Borg-Warner International Corp., 
Chicago, now serving on ECA, 
made the luncheon address Wed- 
nesday, raising some serious ques- 
tions as to the value of ECA. He 
criticized lack of control of its ex- 
penditures, its inability to work 
directly with industries of the af- 
fected countries, and the need for 
exporting technical “know-how” 
as a means of raising the produc- 
tivity and standards of living of 
European countries. 


ws Eldridge Haynes, publisher of 
Modern Industry, New York, who 
has just returned from a six 
weeks’ tour of England, France and 
Germany, gave a close-up of con- 
ditions there, indicating the prog- 
ress toward récovery which has 
been made, but emphasizing the 
problems which still remain, based 
primarily on low productivity. 
Lack of capital is handicapping 
these countries in expanding their 
industries and providing more and 
better tools for the workers. 

I. H. Bloom, direct mail spec- 
ialist of Pittsburgh, outlined a 
practical plan for making direct 
mail work as a completely sched- 
uled program integrated with all 
other advertising activities. 

E. Arthur Irwin, editor of Mac- 
lean’s Magazine, Toronto, the 
luncheon speaker on Tuesday, out- 
lined the historical, social, political 
and economic conditions which 
have given Canada its important 
role in world affairs. 


Starts Drive for Sala-Jell 


Sala-Jell, a new product of Shir- 
riff’s Ltd., Toronto, is being intro- 
duced via 57 daily newspapers 
across the Dominion. An amber 
jelly with aspic flavoring, it is 
used for making jellied salads. 
The four Shirriff’s radio shows, in 
French and English, also are being 
used to promote the new jelly. 
Cockfield, Brown & Co., Toronto, 
is the agency. 


Coxhead Appoints Kirk 


George C. Kirk, formerly with 
the time recorder division of In- 
ternational Business Machines, has 
been named general sales manager 
of Ralph C. Coxhead Corp., New- 
ark, maker of the Vari-Typer. 


CBS Takes Eight 
on Hooper's Top 15; 
NBC Places Six 


New YorK—Lever Bros.’ “Lux 
Theater” placed first again on Mr. 
Hooper’s nighttime honor roll for 
June 15 with a rating of 16.2. An- 
other Lever show, “My Friend 
Irma,” was runnerup with 14.5. 

The list: 

Radio Theater (CBS), Lux 
My Friend Irma (CBS), Pepsodent ....14. 
Walter Winchell (ABC), 

LET 
Godfrey's Talent Scouts (CBS), 

Lipton’s sini . 

Bob Hope (NBC), SwWam 2.0.....cccccccecceeeeee 12. 
Crime Photographer (CBS), Toni 
Stop the Music (ABC), Eversharp, 


Old Gold, Speidel 
Big Story (NBC), Pall Mall ... ame 
Judy Canova (NBC), Colgate ........ 1 
Bob Hawk (CBS), Camel ....... ‘ don 
Mr. Chameleon (CBS), Bayer seine 
Suspense (CBS), Auto-Lite ....................1 
Mr. Keen (CBS), Whitehall ..................1 
Dennis Day (NBC), Colgate ........ 

Fat Man (ABC), Norwich 
Curtain Time (NBC), Mars 
Mr. D. A. (NBC), Bristol-Myers 


Average evening rating of 6.4 
was down 1.5 from the last re- 
port, 0.6 from a year ago. Average 
sets-in-use of 25.2 was down 3.0 
from the last report, up 0.7 from 
a year ago. 


s Daytime favorites: 


A Girl Marries (NBC), 
TN ra easicssvainiiovenscienviaied 
Ma Perkins (CBS), Oxydol .............-+ 
Arthur Godfrey (CBS), Chesterfield, 
Gold Seal, National Biscuit . 
Big Sister (CBS), TVOTY  .......2.00..ccccce.ccosers 
Stella Dallas (NBC), Sterling 
Helen Trent (CBS), Whitehall .. 
Guiding Light (CBS), Duz 
Widder Brown (NBC), Sterling .............. 
Our Gal Sunday (CBS), Anacin ........... 
Right to Happiness (NBC), Ivory ........ 


Average daytime rating of 4.3 
was the same as in last report and 
up 0.2 from a year ago. Average 
sets-in-use—16.8—was down 0.1 
from the last report and up 0.5 
from a year ago. 
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SSC&B Gets Kolynos Account 


Whitehall Pharmacal Co., divi- 
sion of American Home Products 
Corp., has placed the advertising 
of Kolynos toothpaste and anti- 
decay tooth powder with Sullivan, 
Stauffer, Colwell & Bayles, effec- 
tive July 1. The account was previ- 
ously handled by Dancer-Fitz- 
gerald-Sample, although SSC&B 
has placed the powder’s advertis- 
ing since the addition of ammoni- 
um. Newspapers and network ra- 
dio are used. SSC&B also handles 
Whitehall’s Bisodol powder and 
mints. 


Publication Changes Name 

Effective with the September 
issue, Minicam Photography, Cin- 
cinnati, will become Modern Pho- 
tography, with an increase of cir- 
culation from 150,000 to 200,000. 
The publication will have a new 
size of 8%x11%”. Advertising 
rates will remain the same. 
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Refrigeration 


Makers Crowd 
Nargus Exhibit 


(Continued from Page 1) 
we are in a dangerous competitive 
position.” 

Mr. Tierney, who opened a panel 
session on self-service meats, said: 
“The food business will become a 
utility if pre-packaging wins out.” 

Self-service packaging overlooks 
the customer, Mr. Tierney con- 
tended, suggesting that part of the 
strength of independent grocers 
lies in the fact that customers know 
and have confidence in the pro- 
prietor, “and if some of the em- 
ployes wrap meats carelessly the 
customer loses confidence in the 
store.” 


s The exhibition, with well over 
300 exhibitors and about 13,000 
visitors, was by far the largest in 
Nargus history—and the exhibi- 
tors used the usual variety of gim- 
micks, gadgets, giveaways and 
scantily-clad models to get the 
customers into the booths. 

One of the most interesting fea- 
tures of the entire exhibit was the 
manner in which all of the larger 
food manufacturers devoted large 
portions of their displays to sell 
the grocers on the merits of na- 
tional advertising—and the pre- 
selling job that magazines and net- 
work radio accomplish. 

It was obvious that the adver- 
tisers who sell their products 
through grocery outlets are tired 
of hearing grocers complain that 
the national advertising doesn’t do 
any good, and of the question, 
“Why don’t you guys spend some 
of your advertising money locally.” 
They went all-out in their at- 
tempts to prove to the grocers that 
magazines and network radio do 
a local selling job. 


s Borden, for example, ran a 
guessing contest. Contestants were 
asked to estimate how many copies 
of magazines carrying Borden four- 
color ads would enter their own 
counties in 1949. They had to 
guess the number of families in 
the county, and then were told 
to multiply that figure by 25— 
the number of Borden ads each 
family would receive. Prizes went 
to the closest guessers. 

The H. J. Heinz Co. booth was 
almost completely devoted to an 
exhibit showing how the company 
pre-sells through advertising. The 
display showed the number of 
posters, magazine copies and news- 
paper ads which Heinz funnels 
into a typical town—and the mer- 
chandising services which it of- 
fers dealers (see Page 14). 

The meat packers, food and 
specialty manufacturers all car- 
ried similar material on the im- 
portance of national advertising. 
Life devoted a large portion of its 
display to a gadget which showed 
the number of readers the pub- 
lication has in a wide variety of 
cities and towns. 

And The Saturday Evening Post 
made its bid for better acceptance 
at the retail level with a photo 
come-on: All visitors could have 
a photograph of themselves taken 
at the show. As they left, they 
were handed a booklet entitled: 
“Your neighborhood is filled with 
salesmen selling for you.” 


ws There were comparatively few 
really new merchandising ideas. 
There were a few, by a housewares 
manufacturer who builds gondolas 
to carry his merchandise (and thus 
get the housewares into the store), 
a half-dozen manufacturers with 
the newer telescope-type carts 
which shoppers push around the 
store, and two or three new triple- 
decker self-service food refrig- 


erators. 

Traffic at almost all booths was 
high but exhibitors felt that sales 
did not keep pace with the in- 
terest displayed by the visitors. 
There was a general feeling that 
the retailers have the money, but 
are chary about spending it. 

In one of the more important 
speeches of the five-day meeting, 
Tyre Taylor, Nargus general coun- 
sel, summed up the more im- 
portant problems facing the inde- 
pendent grocers. 

He demonstrated a great deal of 
concern over what he termed “the 
growing practice of below-cost 
selling.” The two legislative at- 
tempts to remedy the situation (the 
Miller-Tydings amendment and 
the loss-leader or state unfair 
practices acts), he said, have not 
been satisfactory to date. 


@ He expressed doubt as to wheth- 
er the fair trade law would ever 
be worth very much, since food 
manufacturers show little inclina- 
tion to fair trade their products. 
The hope, as he saw it, lies in 
securing better administration and 
enforcement of the _ loss-leader 
statutes; securing enactment of 
such laws in the 20 states which 
do not now have them; and edu- 
cating the public regarding the 
function and purpose of the laws. 

Another problem, according to 
Mr. Taylor, is the alleged discrim- 
ination against small purchasers 
by soap companies, using floor 
stock protection policies. The Fed- 
eral Trade Commission has filed 
complaints, and the findings are 
expected to be announced soon. 

In addition, he cited ‘the coupen 
wars of last year, and the fears 
and anxieties which they en- 
gendered, as a major unsolved 
problem. 


a He reported that the association 
has asked the U. S. Attorney Gen- 
eral to institute civil anti-trust ac- 
tion against the Great Atlantic & 
Pacific Tea Co., to secure a court 
order enjoining the company from 
the activities on which the court 
convicted it early this year. 

C. C. Precure, president of Nar- 
gus, told the meeting that the as- 
sociation has established a mer- 
chandising committee to review 
merchandising programs and prac- 
tices which have a direct effect on 
retail distribution of food and gro- 
ceries. 

In line with the accent on pro- 
motions, the convention included 
a panel session on the value of pro- 
motions. Naify Hagger, of Sioux 
Falls, S. D., presented a program 
for putting over successful promo- 
tions. They included proper tim- 
ing; an interesting theme and 
clear color scheme; planning so 
that the sale includes a_ well- 
rounded choice from every depart- 
ment of the store, and proper ad- 
vertising of the items with ma- 
terial supplied by manufacturers. 

Charles Brock of Connersville, 
Ind., explained how his special 
section with small-size cans, has 
built a sufficient volume to pay 
the rent, and C. C. Echols, Atlanta, 
Ga., told how his public address 
system has increased sales and 
helped him do a better job of mer- 
chandising. 


Pacific Coast Section 
of ‘Parents’’ Out in Oct. 

The first issue of a Pacific Coast 
section of Parents’ Magazine will 
be bound in the front of all copies 
of the October issue and will be 
distributed to subscribers and 
newsstands in California, Oregon 
and Washington. Circulation guar- 
antee for the section will be 150,- 
000 net paid, ABC yearly average, 
it is stated, and advertisements in 
the section will be limited to prod- 
ucts which do not have national 
distribution, and which are sold 
primarily on the Pacific Coast. 
Space in the section is being sold 
at the rate of $825 per black-and- 
white page. 
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Federal Reserve Tells 


Save and Spend Story 


(Continued from Page 1) 
ing the year, only 5% looked for 
“a lot lower.” 


s Interviewers reported that con- 
sumers planned to buy more auto- 
mobiles, television sets and mod- 
erately priced homes, slightly 
fewer refrigerators, washing ma- 
chines and other selected durables 
in 1949. 

The board noted the decline in 
income, and the publicity given 
unemployment and price reduc- 
tions since the survey was com- 
pleted in early March. But it ex- 
pressed a belief that it might not 
greatly affect buying plans “un- 
less the downward adjustment in 
economic activity and prices goes 
beyond the extent to which it was 
discounted by consumers early in 
the year.” 

. At the time of the interviews, 
field workers reported a market 
for: 3,600,000 to 5,100,000 new 
cars, at prices closely related to 
those then in force; used car pros- 
pects in excess of the number re- 
ported in any previous survey; a 
market for television sets “dou- 
ble” last year’s; other durables 
slightly weaker than 1948, but 
furniture, refrigerators, radios and 


washing machines “at a level not 
much below the record set in 
1948”; a housing market “about 
as strong as in the preceding year,” 
with greater emphasis on new, 
moderately priced homes “of ac- 
ceptable quality.” 


@ The board’s recapitulation of 
1948 showed that one in every two 
consumer spending units bought 
a car or other major durables. In 
all, 8,500,000 “units” bought new 
or used cars; almost 20,000,000 
bought selected appliances; rough- 
ly 5,500,000 bought both a car and 
one or more of the other goods; 
2,400,000 bought a new or existing 
house. 

The “over $3,000” income brack- 
et provided the market for 59% 
of the major durables, two thirds 
of the housing and 69% of the 
cars, including seven eighths of the 
3,100,000 new cars. 

Families headed by a provider 
in the 25-to-44 age group bought 
over half the consumer durables 
and an equally ‘substantial pro- 
portion of the housing. 

The broadening of the market 
was accompanied by more frequent 
use of consumer credit. The per- 
centage of car sales on credit in- 


“Wash Behind Your Ears with a 


Clever pull-up card in box 
reads “Now you can wash be- 
hind your ears with a Bendix. 
No other automatic washer 
can make this claim.” 


BENDIX’ 


The illustration shows how 
Bendix uses molded soap novel- 


ties to advertise its famous 


Home Washer. We can supply 
equally appropriate pure Castile 
soap novelties designed to fit 
your product or service . .. or 
you may select from our stand- 
ard novelty soap molds. A uni- 
que, inexpensive, appreciated 


advertising medium . . . whether 
used for give-away, premiums, 


or re-sale. For full information, 


write to 
National Beauty Industries 
1216 South Michigan Avenue 


Chicago, IHinois 


LOCAL FLAVOR—"Cowboy” delegates from St. Louis, San Antonio, Jacksonville and 
Chicago stop off to visit a native at the Advertising Federation of America meeting 
in Houston. 


creased from 35% to 39% in a 
vear. A similar trend was ap- 
parent for selected durables other 
than automobiles. 


ws At the beginning of the year, 
seven out of every ten consumer 
units still reported something set 
aside in government bonds or in 
savings and checking accounts. 
While this involved a record 36,- 
000,000 units, the proportion is 
slightly below the eight-out-of-ten 
recorded three years ago. The es- 
timated 24,000,000 who bought 
autos or other major consumer 
durables in 1948 was 3,000,000 
more than the number purchasing 
such products in 1947. The 2,400,- 
000 homes sold in 1948 compared 
with 2,200,000 in 1947. 

The 8,700,000 new and used cars 
sold in 1948 had an aggregate value 
of $11 billion. More than half of 
the purchasers of new cars were 
in the “over $5,000” income brack- 
et. 

Roughly 20,000,000 “units’— 
two out of five—bought one or 
more major durables such as re- 
frigerators, radios, television sets, 
furniture, washing machines and 
large appliances in 1948. Aggregate 
value of these purchases was $7 
billion. A year ago, 17,000,000 
“units” spent $5 billion for sim- 
ilar purposes. 


# Other than automobiles, dur- 
able goods purchases varied little 
by occupational group. Farm op- 
erators, who before the war bought 
comparatively few major house- 
hold appliances, bought at about 
the same rate as other segments 
of the population. Professional and 
business men spent larger sums 
than clerical workers, farmers and 
unskilled laborers. 

During the year, 2,400,000 new 
or existing houses were sold. The 
$21 billion spent for houses com- 
pared with $15 billion spent for 
2,200,000 homes in 1947. 

At the beginning of the year 
three out of every five home own- 
ers were mortgage-free. More than 
a fifth of the houses bought in 1948 
were paid for in cash. Of the re- 


NATION-WIDE, FULLY-TRAINED SALES FORCE 
NO SELLING EXPENSE ON YOUR PART 
THE QUICKEST WAY TO-NATIONAL SALE 
ee 
DIRECT SELLING IS BIG BUSINESS— 
A MULTI-BILLION DOLLAR MARKET 


SPECIALTY SALESMAN MAGAZIN 


S, IN THE PALM OF YOUR HAND— 


es 


The 


service. 


copy. 


pioneer 
the Direct Selling industry 
now in its 34th year of 
outstandingly profitable 


suited to Direct Selling? 
You'll find the answer in 
“The Quickest Way to Na- 
tional Sales.'' Write for 


THROUGH 


LC SPECIALTY SALESMAN 
MAGAZINE 


publication of 


Is your product 


307 N. Michigan Ave., Chicago 1“! 
420 Lexington Ave., New York 17, 


mainder, 
gages equal to 60% of the pur- 
chase price and another third had 
mortgages covering 80% of the 
purchase price. 


s About a third of 1948’s home 
buyers were veterans, but the pur- 
chasing patterns of veterans and 
non-veterans was more similar in 
1948 than in 1947. Of all veterans, 
7% bought homes, compared with 
4.5% of all non-veterans. A year 
ago, 9% of all veterans bought 
homes and only four per cent of all 
non-veterans. 


Druggists Form New 
Fair Trade Bureau 


for ‘Education’ 


New YorK—Under the white TV 
lights on ABC’s “On Trial” show 
June 27, Colston Warne, professor 
of economics at Amherst and long- 
time foe of advertising, and Edgar 
S. Bellis, retail druggist of Bronx- 
ville, N. Y., and president of the 
National Association of Retail 
Druggists, will have at each other 
on the subject of fair trade. 

They will be assisted by Harold 
Harper, counsel to the National 
Wholesale Druggists Association, 
for fair trade, and Harry W. Jones, 
professor of law at Columbia, 
against it. 

The program is one of the first 
facets of the Bureau of Education 
on Fair Trade, a new organization 
formed last week with a three- 
year operating budget of $100,- 
000 a year. The bureau will have 
eastern offices at Baldwin & Mer- 
mey, 205 E. 42nd St. (the public 
relations firm handling the ac- 
count), and western offices at 205 
W. Wacker Dr., Chicago, head- 
quarters of NARD. Dr. John Dar- 
gavel, NARD’s executive secretary, 
is chairman and treasurer. 

The bureau of education plans a 
counter-attack on fair trade op- 
position, in the belief that the op- 
position is ill-informed. Before the 
bureau was established, a thorough 
study of fair trade’s problems was 
made by an NARD subcommittee 
and the drug and cosmetic indus- 
tries have pledged support in de- 
veloping and financing the pro- 
gram. 

No advertising is contemplated 
by the bureau itself, but it expects 
that manufacturers in the drug 
and cosmetic fields will devote ad- 
vertising to the advantages of fair 
‘rade, and the bureau will try to 
stimulate this advertising. 


Appoints Warburton 


Harold C. Warburton has been 
named general sales manager of 
Trinidad Leasholds (Canada) Ltd., 
Port Credit, Ont. He will be in 
charge of industrial, commercial 
and retail marketing of Good Rich 
oil. 


Appoints Hill Agency 


W. S. Hill Co., Pittsburgh, has 
been retained to handle the adver- 
tising of Ceramic Color & Chemical 
Mfg. Co., New Brighton, Pa. Busi- 
ness paper advertising, direct mail 
and printed literature will be used. 


about half had mort-|p 
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Straights Fail =|; z 
to Dent Blends’ |... 
Grip on Market f° 


1 cked 

ent. 

New YorK—There was evide icc atest 
last week that if the battle of her one 
straights vs. the blends was imm n.poird ¢ 
ent, the straights so far hadn’t jygav, Ju 
up much of a fight. urnal- 


In 17 monopoly states, for heptender 
period from August, 1948, thro: ghpo't. Ci 


April, 1949, these were the opg4, 00 hi 
ten brands, with their share of hati t, an 
market: higher t 
Seagram Seven Crown ........ 17.1¢fi0n hac 
Schenley Reserve .......... nS 
Calvert Reserve ............. iii veseveee 6.6% printed | 
Walker Imperial oo.......cccccccccsccccece cee on 6.3 pistrict’s 
ee... eee 
Cream Of Kentucky oocccccccccccccccccceee... 3.6%4 Wichit 
nleudetsigigiecimaies dice aoa : 
Spe Tle aneE gna ane 25qp8 Sim 
EE MD. cinreiicndinisinctitiadeegtindinimtenncinniiianl 2.04 peacon | 


The first straight in the 17 mon-hhe first 
opoly states ranked 25th. It ishewspap 


American’s Private Stock, withjo the « 
0.63% of the volume. 
The difference between mon 
opoly and open states is indicated Annot 
in the report of the top ten branag’@" M 
in ten open states which reportf%t Plan 
directc 


sales by brand: 

Severn Crows onccccccccccee- smsectitigtmenagitiaiiaadl 
Schenley Reserve .......... 

Calvert ReSOPve  .....2:..00.00..... 

Old Sunnybrook 
Hill & Hill ......... 


Four Roses .......... 


Walker Imperial ............ oa % 

GB. BD. GeOMOMMetMMe? . ......ccvceccccrcccccsesseee By % 

Cream of Kentucky. ................-cccscserrerees 2.3%, 
eg Renan aca ite St I, Spl ti 2.2% .H.E 


The top straight in these tenf¢” Hor 
states is Schenley’s I. W. Harper,promise 
a bond, 17th in sales ranking withf'ruggle 
1.2% of the market. 


With 
innati E 
ist of 


@ In view of the raging battle 
among liquor majors, it is interest- 
ing to notice that, in the 17 mon- ne Am 
opoly states, Seagram has five Laid cize 
brands in the top ten, Schenley bbly 


has two, Walker has two and Na- ~ 
. ark. T 
tional has one. In the ten open reuleti. 


states Seagram has four, Schenleyf 
: nded la 
has two, National has two, Walker The AF 
has one and American has one. 
: onths 
The ten open states reporting 
sales are Georgia, Indiana, Louisi- 
ana, Minnesota, Missouri, Ne- 
braska, New Mexico, South Caro- 


ear is r 
ion of 
bout 26 


lina, South Dakota and Texas. nie 
There were also indications that hewspap 

the liquor business was nowhere unning 

nearly so badly afflicted as the 

crepe streamers would indicate. 

Government figures on bottling] Beddin 


of all distilled spirits in wine gal-py the Nz 
lons show that, from July 1, 1948,fing Mar 
through April 30, 1949, bottlingfiespite 1 
amounted to 136,300,000 gallons.fmedian | 
In a comparable period, July, 1947,Plassifica 
through April, 1948, 144,500,000Fesult of 
gallons were bottled, a decline offfeld Apr 
8,200,00 gallons or about 5%. bbviously 
Complicating the liquor situa-Bdvertise 
tion is the growing number of re-fnattresse 
tailers who must split the rela-fange of 
tively static amount of business. 
In metropolitan New York,& 
where there were 1,000 packaseye: 
stores in 1944, there are now 1,00. ULTG 
Taverns in the state have jum Ch ee 
‘rom 35,000 in 1946 to 45,000 inkg ADORE 
can 


-1949. 


Luhrs Joins Barlow Agency d s. 


Victor J. Luhrs, formerly © py 
chief of Deutsch & Shea, | ew 
York, has joined the copy dep r-- 
ment of Barlow Advertising Ag-n 
cy, Syracuse, N. Y. 


CRAFTINT “ADMASTER - 
THE HANDIEST ART TO L 
YOU'LL EVER FIND! 


The Admaster com! 1+ . 
10 basic instrumen' i9 
one — avoids Dra 9 
Board clutter. , 
Made of plexiglas * 
contains type | fp int 
, agate line s ¢% 
twe = inch scale, 
regular curve, protro 
30° - 60° triangle, 
scale in tenths, b& 
elipse, bevel ink « 9 & 
and printers pica x '¢ 
Price $4.95 each. 
At your dealer or di °< 


THE CRAFTINT MFG. 0. 
1615 Collamer Ave., Clevelan: ™# 
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idea 


‘eoria has picked up an 
ycrked out successfully by Wich- 
a —reporting to the public on the 
r’s work via a newspaper sup- 
Pp} ent. 
atest of the tabloid sections is 

one published by the Peoria 
ird of Education in the Sun- 
, June 5, issue of the Peoria 
rnal-Star, presenting the super- 
tendent of schools’ annual re- 
ort. Circulation was restric.ed to 
4,500 homes within the school d‘s- 
rict, and the cost was only slightly 

higher than the Board of Educa- 
«ion had budgeted for a mailed 
‘“brinted report to one fourth of the 
,pistrict’s homes. The Journal-Star 
7 elped the planning, layout, etc. 
Wichita’s city government, us- 
saps similar supplements in the 
20q%peacon and Eagle, believes it was 
he first U.S. city to adopt such a 
spewspaper section for its report 
o the citizenry (AA, April 18). 


Announcement by Philips Wy- 
brandg™@”, McCall Corp., that he does 
pot plan to serve another term as 
director of Audit Bureau of Cir- 
ulations, representing magazines, 


ial 8.5 
cas 11% has started the electioneering go- 
~ gaqgng. Two candidates reported in 
Ses he running are F. D. Pratt of 
* goa ime, Inc., and R. E. Hague of In- 
vssee 2.8%fernational Circulation Co., with 


De 


re ). H. Eaton, publisher of Ameri- 
tenfan Home, suggested as a com- 
promise candidate if an election 


truggle looms. 
gee 


With the addition of the Cin- 
“Rinnati Enquirer as the 21st on the 
ist of newspapers carrying it, 
he American Weekly will lift its 
‘paid circulation close to but prob- 
bly not above the_ 10,000,000 
ark. The Weekly’s average paid 
_prculation for the six months 

nded last Sept. 30 was 9,410,000. 
he ABC average for the six 
onths ended March 31 of this 
ear is not yet available. Circula- 
ion of the Sunday Enquirer is 
bout 260,000. 

Paid circulation of This Week 
lagazine, carried by 26 Sunday 
lewspapers, currently has been 
unning about 9,400,000. 

aes 


wee 
> 


se 
larper, 
g with 


ywhere 
as the 
dicate. 
ottling 
1e gal- 
, 1948, 
ottling 
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Bedding Merchandiser, published 
y the National Association of Bed- 
ting Manufacturers, reports that— 
Hespite rumors to the contrary— 
median price ranges in almost all 
flassifications moved upward as a 
500,000Fesult of the 1949 “Sleep Show,” 
line offfeld April 18-30. With merchants 
D bbviously offering better qualities, 
ua-Bdvertised offerings of innerspring 


of re-fmattresses moved the median price 
» rela-Bange of that merchandise up $10; 
isiness. 

Ye rk, 


ack age 
r 1,300 
um ped 
000 inky 


S. Dearborn St., Chicago 5.1 linois 


bedspring offerings moved from a 
median range of $19 to $24, and 
pillows went from around $5 to 
more than $9. 

The publication measures all re- 
tail bedding copy of 300 or more 
lines per ad. April volume shot 
up to a total of 3,606,675 lines, an 
increase of 112% over April, °48, 
and 113% over the “Sleep Show” 
held during March last year. 


Duluth’s city council has banned 
television sets in bars and taverns 
as a step to keep youngsters out 
of saloons, this despite the fact 
Duluth has no TV station. About 
a dozen bars have installed sets, 
picking up occasional shows from 
the Twin Cities. 


General Mills has retained John 
Dos Passos to write an “objective 
and human” report on the company 
and its employes, for use in in- 
ternal house organs, stockholder 
communications, etc. It’s probable 
that the famous author’s report 
will get wide distribution in other 
media, however. 


Block & Associates 
Helps Journalism 
Students Find Jobs 


Str. Louis—College graduates 
seeking employment here in jour- 
nalism, advertising or allied fields, 
have had their job vastly simpli- 
fied by Frank Block & Associates, 
public relations counsel. 

As a good will gesture, Block 
prepared a St. Louis job guide 
with a list of 600 logical prospects 
arranged alphabetically by post 
office zones. The guide warns it is 
not a list of job openings, merely 
an aid to finding a job. 

Copies were sent to colleges and 
universities in Missouri and IIli- 
nois and to newspapers and adver- 
tising agencies that interview the 
most job applicants in June. 

In preparing the list, Block con- 
tacted 2,000 companies and organi- 
zations with activities in advertis- 
ing, public relations, employe re- 
lations, radio, television and pub- 
lications. Information cites firm 
name, address, telephone number, 
type of activity engaged in and 
person to contact. 

Mr. Block stresses that the guide 
was prepared with no strings at- 
tached. 


Aerowax Schedules Drive 


Boyle-Midway Ltd., Toronto, is 
running full-page advertisements 
in Toronto newspapers through 
June for Aerowax, self-polish- 
ing floor wax. Earl Bothwell, Inc., 
New York, is directing the cam- 
paign. 


Alexander Names Hodshon 


Alfred E. Hodshon has been 
named production manager and 
general consultant of G. W. Alex- 
ander & Co., Reading, Pa., and 
New York. 


>. 


HOME [HALi (C) wEid) KIT 


! 


ee ore 


Seven (7) different tools for making 
repaire around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel ... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


‘STANDARD PRESSED STEEL CO. 


Ai Ideal GIFT, PREMIUM OR PRIZE 
HOME & HOBBY KIT 


with interchangeable tools 


JENKINTOWN, PA. Box 10 


PAINT PREMIUM?—Dewey & Almy Chem- 
ical Co., Cambridge, is offering paint 
manufacturers a transparent plastic bag, 
called Cry-o-Rap, which will keep wet 
paint brushes soft and pliable for long 
periods, to be used as a premium. 


Thomas Buchanan 
Dies; Formerly 
Headed Agency 


SHARON, CONN.—-Thomas S. Bu- 
chanan, former president and more 
recently a director and consultant 
of Buchanan & Co., died here June 
13. He was 56. 

Mr. Buchanan came to the U.S. 
from Nova Scotia at an early age, 
and was an outdoor advertising 
salesman for O. J. Gude & Co. and 
General Outdoor Advertising Co. 

He served with the U. S. Air 
Forces during World War I, and 
after his discharge in 1919 joined 
the Hanff-Metzger agency here. 
He handled advertising for Texas 
Co., coined the name Fire Chief 
for Texaco gasoline and hired Ed 
Wynn, one of radio’s early out- 
standing successes. 

In 1935 he became president of 
the agency, and in 1937 its name 
was changed to Buchanan & Co. 


RUSSELL DOUBLEDAY 


New YorK—Russell Doubleday, 
77, retired vice-president, Double- 
day & Co., and an author and edi- 
tor, died June 14. 


He had been with the publishing |" 


firm almost from the time it was 
established by his brother, the late 
Frank Nelson Doubleday. 

Mr. Doubleday was advertising 
manager from 1909 to 1912, and 
later vice-president, secretary and 
director. In 1929 he became editor 
of World’s Work, a magazine pub- 
lished by the company. 


W. R. TIMKEN 


New YorK—William Robert 
Timken, 83, co-founder of the Tim- 
ken Roller Bearing Co., Canton O., 
died June 12 at his estate near 
Croton-on-Hudson. The company 
was established in 1898 by Mr. 
Timken and his brother, the late 
Henry H. Timken Sr., in St. Louis. 


FRANK J. SMITH 


New YorK—Frank J. Smith, 63, 
president of John P. Smith Co., 
Rochester, N. Y., and five times 
head of the United Typothetae of 
America, died June 12 at his home 
in Rochester. He entered his fa- 
ther’s printing business after fin- 
ishing school and became president 
of the company in 1923. He was 
president of the Rochester Typoth- 
etae for ten years and was chair- 
man of the National Graphic Arts 
code committee during NRA. 


O. O. LIEFFERS 

Los ANGELES—O. O. Lieffers, 
vice-president and a partner of 
W. B. Geissinger & Co., died June 
7 after an illness of several weeks. 

Mr. Lieffers, who was 31, was 
formerly director of marketing and 
merchandising for Batten, Barton, 
Durstine & Osborn here, and prior 
to that served with two other Los 
Angeles agencies as account exec- 


CEE NE DA mae Bear 


utive, copywriter and production 
manager. During World War II he 
served as a Navy lieutenant and 
gunnery officer of a destroyer es- 
cort in the Pacific. 


JOHN BALLANTYNE 


PHILADELPHIA—John Ballantyne, 
chairman of the board of Philco 
Corp., died June 10 shortly after 
he was stricken while addressing 
a graduating class at the Meadow- 
brook School for Boys. His son 
was a member of the class. 

Mr. Ballantyne, who was 49, 
joined the old Philco Radio & Tele- 
vision Corp. in 1934 as treasurer. 
In 1940 he became treasurer of the 
newly-formed Philco Corp., and in 
1941 he was named vice-president 
in charge of operations. After 
serving as president of the com- 
pany since 1943, he succeeded 
Larry E. Gubb as chairman last 
year. 


RALPH THORN 

BurraLo, N. Y.—Ralph Thorn, 
73, formerly associated with C. 
B. McCuaig in the advertising 
agency of McCuaig-Thorn, died 
June 11. 


C. E. VAN DYKE 

SyracuseE—Curtis E. Van Dyke, 
on the advertising staff of the 
Syracuse Herald-Journal and the 
old Syracuse Journal for 40 years, 
died June 7. 


RCA Drops Sunday Program 


RCA Victor division of Radio 
Corp. of America has dropped its 
Sunday afternoon NBC network 
show, “Music America Loves Best,” 
in order to bolster the company’s 
video advertising program in pres- 
ent video cities. Part of the money 
will be used to extend “Kukla, 
Fran & Ollie” to new markets as 
they are opened, and additional 
newspaper and magazine space 
will get the remainder. The NBC 
show will not be replaced. 


Wholesale Grocers 
Plan New Research 


A long-range research program 
to integrate more closely the oper- 
ations of independent wholesalers 
and retailers will be undertaken 
by the National American Whole- 
sale Grocers’ Association, Rudolph 
Treuenfels, coordinator of the 
food industry training center, City 
College, New York, and chairman 
of the research committee, told 
ADVERTISING AGE last week. 

Preliminary studies have already 
been made. Serving on the com- 
mittee with Mr. Treuenfels are: 
Ralph B. Johnson, assistant secre- 
tary, NAWGA; Robert Mueller, 
managing editor, Progressive Gro- 
cer; Grant Gore, director of re- 
search, Biddle Purchasing Co., and 
Ralph Head, grocery division, Bat- 
ten, Barton, Durstine & Osborn. 
The active participation of several 
nationally known independent re- 
search agencies, it is said, will be 
enlisted in the campaign. 


Gets Hotel Account 


Macfadden-Deauville Hotel, 
Miami Beach, has placed its ad- 
vertising with Gottschaldt, Morris 
& Slack, Miami, effective July 1. 


jobs —“# each 


Extra jobs and orders often re- 
sult from the letters you write 
on Hill engraved letterheads, 
specially designed to help you 
sell. These business building 
letterheads, used by so many 
famous companies throughout 
the country, cost no more than 
any other kind in many cases, 
and only “%2¢ more per sheet 
when compared with letter- 
heads of ordinary kind. Write 
for details and samples—today. 


ronHILLinc. 


270-A Lafayette St., N. Y. 12 
Tel.: Canal 6-6340 


Nashville Chamber of 
Commerce figures. 


EUS WOICALS 


and allied products add 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


INAS eV Wb bs 


The ''MONEY TOWN” of the South 


$5,000,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 
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Mail Hike Plan 
Voiced by Neely 
Stirs Argument 


(Continued from Page 1) 
advertisers, $36,000,000 from a 2¢ 
postcard, and an unrevealed sum 
from catalogs, parcel post and 
special services. 


@ The plan was discussed for an 
hour and a half. As publishers and 
third class mail users continued 
to resist any increase, the senator 
angrily broke off negotiations. 

Walter D. Fuller, president of the 
Curtis Publishing Co., said the 
National Association of Magazine 
Publishers feels that any increase 
in second class rates at this time 
might have a disastrous effect on 
business. 


4 


%, ae? 


BLANCHARD PRESS, (NC. 


418-428 WEST 25th ST. NEW YORK 1, NEW YORK 


The same argument was used by 
former trust buster Wendell Berge, 
as spokesman for Associated Third 
Class Mail Users. Mr. Berge 
pointed out that third class mail 
users are already absorbing a $17,- 
000,000 rate hike that became ef- 
fective Jan. 1. 


ws The $15,000,000 second class 
rate “compromise” compares with 
$75,000,000 asked by the depart- 
ment in a rate schedule supposed 
to become effective on July 1, and 
a second $50,000,000 which was 
to be effective a year later. On the 
basis of $40,000,000 revenue pro- 
duced by second class last year, 
the $15,000,000 increase is about 
37%%. The $35,000,000 increase 
for third class is about half the 
amount asked by the department. 
Presumably, it would mean a 1%¢ 
rate for bulk mail. 

None of the mail users at the 
conference objected to the plan to 
raise $36,000,000 by increasing post 
card fees to 2¢. But magazine pub- 
lishers became openly annoyed 
when Senator Neely revealed that 
farm publications, religious and 
charitable publications are to es- 
cape the second class rate in- 
crease, and that the free-in-county 
privilege of small newspapers is to 
be retained. 


@ The plan to spare farm publica- 
tions was revealed as Leslie Watt, 
spokesman for the Agricultural 
Publishers Association, was about 
to take the floor. 

“We have already decided to 
spare legitimate farm  publica- 
tions,” Senator Neely broke in. 
Mr. Watt sat down. Sharp ex- 
change followed between Senator 
Neely and Allen Grammer, chair- 
man of the general operations com- 
mittee of the NAMP. 

“How do you differentiate be- 
tween a farm publication and a 
trade publication which serves its 
field just as well as the farm pa- 


HAVE HOME DELIVERED CIRCULATION 
ON BOTH IOWA AND ILLINOIS SIDES 
OF THE RICH QUAD-CITY MARKET* 


— Another important reason advertisers 
placed 25,112,290 lines of advertising in 
"America's Most Amazing Newspapers” 


in 1948. 


— Another important reason The Daven- 
port Newspapers should be included on 


every schedule. 


* 


Davenport is 13th in the entire nation and Ist in 
lowa in Effective Buying Income per Capita. (Copr. 


1949, Sales Management Survey of Buying Power) 


THE DAVENPORT NEWSPAPERS 


The Daily Times * The Democrat & Leader 
) P DAVENPORT, IOWA 


presented by Jenn & Kelly, # 


WINS ART PRIZE—John Hutton, vice-president and art director (left), and H. M. 
Hamilton, vice-president and account executive of Ross Roy, Inc., Detroit, admire the 
drawing that won first prize in trade publication advertising art in the annual Detroit 
exhibition of advertising art sponsored by the Art Directors Ciub of Detroit. The 
illustration appeared in a Dodge Job-Rated truck ad produced by Ross Roy. 


per serves the farmer?” Mr. Gram- 
mer asked. 

Senator Neely argued that the 
big national magazines with heavy 
advertising content could afford to 
take an increase. 

“It’s time we understood the 
importance of advertising to our 
economy,” Mr. Fuller broke in. 
“Advertising produces the busi- 
ness which makes this country 
prosperous.” 

Later, Mr. Grammer rejoined 
the discussion. “I’m for the farm- 
er, but we have to think of the 
rest of the people who do just 
as good a job. Women’s magazines 
are just as important to the home 
as the farm paper is to the farmer,” 
he said. 


s Subcommittee members chided 
the publishers for escaping in- 
creases on Jan. 1, when direct mail 
matter, parcel post and special 
services were subjected to higher 
rates. 

Spokesmen for the Inland Press 
Association, American Newspaper 
Publishers Association and Na- 
tional Editorial Association refused 
to comment on Senator Neely’s 
plan, without further information. 

Josh L. Horne, chairman of the 
ANPA legislative committee, 
warned that the increase on large 
magazines and newspapers might 
be very serious if the committee 
exempted farm publications and 
others. 

William Daly, legislative repre- 
sentative of NEA, said his or- 
ganization will not take a stand 
until it knows whether advertis- 
ing definitions and surtaxes pro- 
posed by the Postmaster General 
will remain in the subcommittee 
plan. 


‘Advertising Daily’ 
to Start This Fall 


Advertising Daily, New York, 
a new newspaper for the industry, 
is expected to start publication 
early this fall. Joseph M. Koehler, 
who has resigned as editor of 
Sponsor, effective Sept. 1, will be 
executive vice-president and gen- 
eral manager of the new $100,- 
000 company, Advertising Trade 
Publications, which also plans to 
take over an existing monthly 
trade publication. 


Mack Stresses Diesel Power 


Emphasis on diesel truck power 
features the current ad series of 
Mack Trucks, Inc., New York, now 
appearing in 75 trade and regional 
truck publications. Full-page, two- 
color advertisements during the 
next five months will concentrate 
on the fuel savings possible with 
diesel-powered trucks. The ads 
also stress Mack production. Doyle, 
Kitchen & McCormick, New York, 
is the agency. 


Friedlander Joins Durstine 


Carl Friedlander, formerly pres- 
ident of Aeronca Aircraft Corp., 
Middletown, O., has joined the 
executive staff of Roy S. Durstine, 
Inc., in New York. For three years 
Mr. Friedlander has been active 
in television. 


Stock Broker 
Plans Big Push 


for Securities 


New Yorx—Arthur Wiesenber- 
ger & Co., in an effort to widen 
public interest in investment com- 
pany securities, will use a spread 
in Life this fall, following the kick- 
off copy with newspaper tie-ins, 
radio spots and direct mail pro- 
vided for 500 correspondent invest- 
ment dealers. 

The campaign marks the second 
time the company has strayed from 
the strictly financial reservation. 
Last year it obtained permission 
from the Securities and Exchange 
Commission to branch out from the 
dessicated financial advertising 
known in investment patois as 
“tombstone ads.” 

Instead, Wiesenberger shot a 
series of six informative messages 
into Barron’s, Forbes’, New York 
oa Time and Wall Street Jour- 
nal. 

The 1949 campaign’s opening 
gun will carry a full-page geo- 
graphical listing of the 500-odd 
investment companies participat- 
ing in the Wiesenberger service, 
which the advertiser claims is an 
innovation in financial advertis- 
ing. 

Lawrence C. Gumbinner Adver- 
tising Agency has the account. 


Will Check Reproductions 


Wood Flong Corp., Hoosick Falls, 
N. Y., has announced a new policy 
under which advertisers or agen- 
cies using wood mats can obtain 
a check on reproduction of copy 
in any newspaper. Regional repre- 
sentatives of Wood Flong, on re- 
quest, will check on advertising 
reproduction with newspapers. 


General Outdoor 
Names McCann-Erickson 


General Outdoor Advertising Co. 
has named McCann-Erickson, Inc., 
to handle its advertising, effective 
July 1. McCann’s Chicago office 
will service the account. 

Promotional plans for GOA are 
now being formulated. 


6... 
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Comics Books Fine, 
Schultz Claims in 
Spirited Defense 


CLEVELAND—“We are incréas 
ingly convinced that the con 
book, strident, awkward, and com 
paratively undeveloped as a medj 
um of communication of ideas ing,;, 
information, can and will b@.w 
molded into a constructive forc@.)-¢ }j] 
for entertainment and educa'io To ai 
in our society,” Henry E. Schult 4 dea 
told the delinquency section ro} 
the National Conference of Socig 4. . 
Work here. sted § 

In hot defense of the comidhied to 
books, Mr. Schultz, who is counsd@,< an 
and executive director of the Nal), ers, 
tional Association of Comics Ma Howe 
azine Publishers, declared th 


. ; pre O 
charge that comics contribute tinal o: 
juvenile delinquency is “absolute! ood ou 


without credible evidence to sup 
port it.” 
“Research, analysis and consu 


omoti 
histake 
bly wil 


tation with qualified opinion if, thei) 
this field support this position}» trai; 
Mr. Schultz declared. He vigo Never 
ously lambasted Dr. Frederic We ushing 
tham, a psychiatrist with the Ne tail sa 
York Department of Hospitals, w ree m 
has been writing about the comicf... for 
threat to children’s mental stabi§,.iqey 


ity. heeting 
s Dr. Wertham’s views were a@ “Sur, 
tacked on the grounds that (1) thay, of 
are at variance with “the bulk @iance 
psychiatric opinion,” (2) he ha 
little contact with normal childre 
but much with sick children, ( 
as a practitioner rather than ré 


kperier 
round 
arket,’ 


bles pre 

search expert, he lacks capacitf ;, the 
for rigorous self-criticism of h empl 
findings. rence 
Wertham was also described Bjccma 
“not especially averse to the whi e vast 
heat of nationwide publicity,” ar omes, 
Schultz pointed out that Dr. Weffont of 
tham is readily willing to “absol pee 
the newspaper comic strip from h br film 
condemnation.” oe t 


rofessi 
ameral 
ation 

land, s 


Plans Largest Sales Drive 


_ Motorola, Inc., Chicago, is pu 
ting finishing touches to what 
said to be the largest sales anf. cast, 
merchandising plan in its histor¥,. t 
The drive will be launched if? 
August in support of televisio 

sales. The company’s sales for typOMEI 


first five months of this year eM Cuca 
ceeded volume for the same periohor pub 
of 1948 by 28%. ‘hi 
d Chic 

Washington State Sets Drive mip! 
A new theme, “It’s cool, iti Norwa 
green, it’s great in Washingtohy ctri, 
State!” will be used in the new! mrer 


developed tourist advertising can 
paign of the Washington State A 
vertising Commission. The can 
paign will use newspaper, radi 
and outdoor advertising and wiffeneral 
be confined to western states. Thifsco Ea 
expenditure will be approximatelffhicago 
$30,000, with Mac Wilkins, Cole 
Weber, Seattle, as the agency 


lich. Hi 
ess mi 
ournal 


hevvy 


Fort Agency Moves Offices ames 

Fort & Co., Charlotte, N. Gj Chevr 
agency, has moved its offices ‘rogfal Mo 
the Wilder building to 1101 fotre D 
Tryon St. d its ; 


New 
7 ele visi 
Wald | 

° p the 

The Winner! 'i 
INN ; Meany 

5 tlati 
...of the First Award Silver Plaque for t! 3 a 
Best Series of Articles entered by Class, Inst BS_-TYV 
tutional and Professional Magazines in |: ck Be 
dustrial Marketing’s 11th Annual Editori. ear tw 
Achievement Competition, is the... uciy § 

MEDIUM in which to WIN - 
...the PROFESSIONAL APPROVAL o' sub 
Animal Feeds, Dog Foods, Feed Supplemen: ovate 
and Dairy Barn and other Equipment th. C: \gat 

may affect the health of animals. bke its 
Pp! cen 
ALSO ho ( 
: The supplies that 15,000 veterinarians use- en cled 
Drugs, Biologicals, Instruments, X-Ray Machines and Films, Microscope: Fas on. 7 
and Animal Hospital Equipment of every sort. Ss on 
Pot ret 
VETERINARY MEDICINE +. 
rc gh 
7632 S$. Crandon Ave. + Chicago 49, Ill. Rte has 
es Th 
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bilco Produces 
: Training Films 
» Help Salesmen 


INCI¢ as F HILADELPHIA—Philco Corp. is 
COniicdihy, placing considerable stress 
nd com#, the training of retail salesmen 
amedi§ order to meet growing compe- 
deas ingti.n—and wants its salesmen to 
vill b@icw what Philco’s advertising 
ve forcBoks like. 
duca' io 


To aid the firm’s distributors 


Sch .ltf.4 dealers in such a huge train- 
ve hg program, Philco has produced 
) ‘1a 


ree motion pictures featuring 
_psted selling techniques as ap- 
comichied to refrigerators, home free- 
} COUl'S@rs and single-room air condi- 
the Nafoners. 
ics Magi However, at a press preview 
red pre on June 10, absence of na- 
ibute t{nal advertising copy in the film 
bsolutelfood out like a sore thumb. Philco 
| to supbomotion executives admitted the 
histake and stated that steps prob- 
| consully will be taken to insert footage 
inion i their national ads in each of 
ositionge training films. 
€ vi£0li Nevertheless, as a medium for 
ric Weil.:hing up sales directly through 
the Ne¥tail salesmen, distribution of the 
tals, Wikree motion pictures to distribu- 
© comichrs for use in retail training is 
al stabifinsidered a big step forward in 
heeting current conditions. 


were a§ “Surveys indicate that about 

(1) thaloy, of retail salesmen in the ap- 

> bulk @iance field have had no prewar 

_ he hdyperience and thus have no back- 

childré@found in selling in a competitive 

pos (Sarket,” said Raymond B. George, 
an r@4 


ples promotion manager. 

In the refrigerator film, humor 
employed to illustrate the dif- 
pence between a good and a bad 
flesman. The narration describes 
e vast potential market in new 
omes, farms and in the replace- 
rent of obsolete appliances. 
Another feature of this particu- 
pr film is that it stars Philco per- 
pnnel throughout, except for four 
rofessional actors and actresses. 


capacit 
n of h 


cribed 
the whi 
‘ity,” ar 
Dr. We 
“absol 


} from h 


rive ameramen from Philco television 
, is puGfation WPTZ filmed it. Edward 
What Bland, sales promotion manager of 
ales aM eastern sales region, wrote the 
s histor ript 
nched i , 
televisio 
is for t OMER GUCK 
year © Cuicaco—Homer Guck, 71, for- 
ne perlofher publisher and president of the 
ld Chicago Herald-Examiner and 
Drive etroit Times, died June 15 of a 
rive fKeart attack. He had been taken to 
cool, iti Norway, Mich., hospital after be- 
yee g stricken while enroute to his 
tees immer home in Eagle Harbor, 
State A lich. He was named assistant bus- 
‘he cam@ess manager of the New York 
er, radirnal in 1927 and later served as 
and wiffneral manager of the San Fran- 
ates. Thiisco Examiner before coming to 
ximatelffhicago. 
s, Cole 
- 
eney  fhevvy to Air Notre Dame 
tices ames on DuMont Net 
» N Chevrolet Motor Division, Gen- 
ices ‘rogfal Motors Corp., will carry the 
1101 ¥otre Dame home football games 
d its game with North Carolina 
New York over the DuMont 
s elevision Network. Campbell- 
— Wald Co. is the agency. This 
p the first TV sponsorship of 
-/ botall on a network basis. 
; Meanwhile, Chevrolet is ne- 
Ucting to sponsor “Inside USA,” 
for tl 3)-minute musical revue, on 
s, Inst BS-TV, alternating the time with 
in Ix fitck Benny, who is now set to ap- 
ditori: fear twice monthly on video for 
uci. y Strike this fall. 
VIN ‘ 
“TE .. iub for Canova Yet; 
men °late’s ‘Blondie’ Dropped 
nt th. C: \gate-Palmolive-Peet Co. will 
Bk its time before announcing a 
Fp! cement for the Judy Canova 
ho» (Sherman & Marquette), 
; use- Pn cled at the end of the current 
scope: Fas n. The advertiser takes a hia- 
S on the NBC Saturday night 
po’ returning in the fall. 
M anwhile, “Blondie,” placed 
to gh William Esty Co. for Col- 
Fle has joined the list of casual- 
€s. This NBC half-hour was 


ved, along with the talent. 


Last Minute News Flashes 


Argos Becomes Brown, Roberts & Bangert 


A.LBANy—Argos Associates, Albany agency, has been reorganized as 
Brown, Roberts & Bangert. Meade P. Brown, president, was formerly 
with Fuller & Smith & Ross and advertising director of the New York 
State Journal; W. Stanley Roberts, vice-president and secretary, was 
sales manager of WROW before joining Argos Associates, and Donald 


V. Bangert is treasurer. 


Philip Morris May Sign ‘Crime Photographer’ 


New YorK—Philip Morris & Co. may sponsor “Crime Photographer,” 


CBS show being dropped by Toni, 


Inc., as a replacement for “Philip 


Morris Playhouse.” “Hogan’s Daughter,” the cigaret maker’s summer 
replacement for “This Is Your Life’ (NBC), may continue next fall in 
another spot if its trial run is a success. Biow Co. handles the Philip 


Morris shows. 


Holland-America Account Goes to Weir 


New York—Holland-America Line has named Walter Weir, Inc., 
to handle its account. McCann-Erickson was formerly the agency. 


Carter Names D-F-S to Handle Deodorant 


New York—Carter Products has named Dancer-Fitzgerald-Sample 
to handle advertising of PerStop, a new liquid deodorant. 


Numerical Testing 
of Ads Questioned 


New YorK—It doesn’t matter 
how many people note, read or 
remember an advertisement, Dr. 
Ernest Dichter, psychological con- 
sultant, told members of the Copy 
Research Council last week. “Un- 
less an advertisement produces on 
the reader the intention the ad- 
vertiser wanted it to produce, the 
advertisement fails of its purpose.” 

Dr. Dichter outlined three basic 
approaches for testing the value 
of an ad: (1) Are the language 
and pictorial material used fun- 
damental; that is, based on the ex- 
perience of the reader? (2) is the 
intention of the ad clear to the 
reader? (3) does the ad produce an 
active or passive reaction on the 
reader? 

Quantity of readers, Dr. Dichter 
said, is often misleading. Fre- 
quently it would be better for the 
advertiser, he stated, if a smaller 
number of people saw the ad. More 
selective appeals to limited au- 
diences, he suggested, would get 
better productive results in par- 
ticular classes of advertising. The 
craze for size, over-all coverage 
and mass appeal today, he said, is 
being over-done and is neither 
discriminating nor the most ef- 
fective type of advertising. 

William A. Yoell, president, 
William A. Yoell, Inc., discussed 
research conducted by his organi- 
zation on consumer reactions to 
packaging and situation copy. A 
large part of candy bar sales at 
newsstands and in the subway, he 
said, are purchased by people re- 
warding themselves as a result of 
having done something laborious, 
satisfactory or distasteful. Many 
women do not buy economy size 
packages of breakfast food, he 
said, because they have found their 
closet space is inadequate. 


Quaker Oats Signs to 
Air ‘Man on the Farm’ 

Quaker Oats Co., through Sher- 
man & Marquette, Chicago, has 
signed a 39-week contract to spon- 
sor the farm quiz program, “Man 
on the Farm,” over more than 400 
Mutual stations beginning Aug. 27. 
The show, which Quaker Oats’ feed 
division has sponsored previously 
on a spot basis in 50 markets, will 
be aired at 12-12:30 p.m. in each 
time zone. 

The company plans an extensive 
country-wide travelling tour to 
emphasize merchandising oppor- 
tunities to local distributors and 
dealers for its Ful-O-Pep feed di- 
vision. 


Appoints Morris Agency 
William Morris Agency, Inc., 
New York, has been appointed by 
John Ringling North to represent 
the Ringling Bros., Barnum & 
Bailey Enterprises for commercial 
licensing and other subsidiary 
rights pertaining to the use of the 
name of the circus by manufac- 
turers and business concerns. 


Ascap TV Music 
Pact Seen Near 


New YorkK—Signs increased last 
week that television negotiations 
between the American Society of 
Composers, Authors and Publish- 
ers and the National Association 
of Broadcasters’ special music 
committee are nearing successful 
completion. 

Robert P. Myers, chairman of 
the NAB group, expects enough 
telecasters to have written their 
reaction to the terms tentatively 
set to meet with Ascap this week. 

When and if the proposal, which 
is aiming at a three to five-year 
contract, with rates comparable to 
those for radio, is approved by 
telecasters, the society must sub- 
mit the plan to members for ap- 
proval. Meanwhile, the deadline 
for TV use of music under ,cur- 
rent terms has been extended to 
July 1. 


Murray Named Director 
of Radox Operator 


Dr. Albert F. Murray, Washing- 
ton, D. C., television consultant, 
has been named a director of Sind- 
linger & Co., Philadelphia, and also 
will serve as a consultant to the 
company. Sindlinger operates an 
electronic radio-television audience 
measurement service in Philadel- 
phia and expects to equip nearly 
600 sample homes with Radox 
units by mid-summer. 


Ontario Markets Opened 


Halex Rondated tooth brushes 
have been reintroduced in four On- 
tario markets, for the first time 
since the war. Daily newspapers 
are now being used, and: a larger 
schedule is set for the fall when 
national distribution is completed. 
W. H. Emmett Ltd., Toronto, is 
directing the advertising for Brit- 
ish Zylonite Co., Toronto, Canadian 
distributor. 


Hanselman Joins Agency 


John J. Hanselman, former ac- 
count executive with KPOJ, Port- 
land, Ore., and previously assoc- 
iated with Short & Baum, has 
joined Richard G. Montgomery & 
Associates, Portland agency, as ac- 
count executive. He succeeds By- 
ron W. Mayo, who resigned to 
join the Los Angeles office of 
Foote, Cone & Belding. 


Promotes Aquascutum Coats 


British Weatherwear Ltd., Mon- 
treal subsidiary which is manufac- 
turing rainwear for Aquascutum 
of London, England, has started a 
series of ads in a selected list of 
Canadian dailies promoting Aquas- 
cutum coats. The campaign, 
through McGuire Advertising, 
Windsor, probably will be ex- 
panded this fall. 


Caldwell to Join ‘Parade’ 


Edmund B. Caldwell, merchan- 
dising manager of the Minneapolis 
office of Batten, Barton, Durstine 
& Osborn, has joined the merchan- 
dising department in the Chicago 
office of Parade Publication. 


THE FIRST BIG CIRCUS HERE IN 12 YEARS 


L 
bh Reve 


One Oreo ELEPHANTS °°" 


STRANGE Jungle CREATURE hTAPIP 


C a OAELY, 
v7 Back to Pre-war ASHEDL 
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BILLING—Along with 218 animals and 
103 beautiful aerial stars, 28 advertising 
men are billed as attractions in this Al 
G. Kelly & Miller Bros. 2nd Largest Wild 
Animal Circus ad. John Canning, of 
Standard Oil Co. (Indiana), spotted it 
in the Monroe County News, Albia, la. 


Ask Bigger Budget 
for Winter Pears 


YAKIMA, WasH.—The Oregon- 
Washington-California Pear Bu- 
reau, marketing agency for Pacific 
Coast winter pears, has recom- 
mended to growers a boost in the 
assessment from 3% to 5¢ a box. 

The assessment would be used 
for a $200,000 intensified campaign 
to build U. S. markets for a product 
that before the war had its big- 
gest sales in Europe. Now the 
European markets have been lost, 
and, at the same time, new or- 
chards have doubled prewar pro- 
duction. 

Call for the increased assess- 
ment was based on a market study 
by the Stanford Research Institute, 
Palo Alto, Cal. L. W. Forman, 
project manager on the survey, told 
growers the consumer is virtually 
ignorant of winter pears—a 6,- 
000,000-bushel crop. To create de- 
mand, he said, consumers—and 
jobbers and retailers—must be 
taught how to buy, ripen and serve 
the fruit. 

Advertising through consumer 
magazines and in trade publica- 
tions was recommended. 

“Marketing of winter pears can’t 
wait for export outlets to develop,” 
said Paul Lancaster, sales man- 
ager for the Yakima Fruit Grow- 
ers Association and newly ap- 
pointed chairman of sales man- 
agers handling winter pears. “We 
feel that the greatest potential 
market in the world, where the 
most money is available, is right 
here in the United States.” 

The account is handled by Pa- 
cific National Advertising Agen- 
cy, Portland, Ore. 


Tappan Starts in Canada 

John Inglis Co. Ltd., Toronto, 
has been granted exclusive man- 
ufacturing rights in Canada by the 
Tappan Stove Co., Mansfield, O., 
and has launched its first adver- 
tising for Tappan gas and electric 
ranges in a wide list of dailies. A 
heavy national magazine schedule 
is planned for this fall. J. Walter 
Thompson Co., Toronto, handles 
the account. 


Gordon Baking Names Ayer 
Gordon Baking Co., Detroit, has 
appointed N. W. Ayer & Son, Phil- 
adelphia, to handle advertising of 
all Gordon products, effective 


immediately. 


NIAA Unit 
Gives Analysis 
of Buying Study 


BurraLto—One of the most im- 
portant research accomplishments 
of the National Industrial Adver- 
tisers Association was unveiled last 
week at the annual conference 


NIAA Conference 


5 


here when William D. Crelley, 
General Electric X-Ray Corp., Mil- 
waukee, and his committee re- 
ported the results of a study of 
industrial buying sponsored by 
Sweet’s Catalog Division of F. W. 
Dodge Corp., New York. 

Mr. Crelley analyzed the high 
lights of the report, which will 
be printed and made available for 
general distribution later. He 
placed greatest emphasis on the 
fact that the study shows that 
60% of industrial purchases are 
made on the basis of previous ex- 
perience with the seller and his 
products. Another key fact un- 
covered is that three makes of 
products are considered in pur- 
chasing by larger companies, and 
2.7 for the group as a whole. While 
catalogs, individual or prefiled, 
are used by 62% of the buyers, the 
study showed that 60% had no 
previous experience with products 
considered for purchase. (Tenta- 
tive conclusions of the study were 
reported by AA Jan. 24.) 

Francis Juraschek, commercial 
research division, Carnegie-TIllinois 
Steel Corp., pointed out that the 
study reveals buying practice, but 
not buying motives. He empha- 
sized the fact that back of those 
initiating purchases are many other 
influences which cannot always 
be charted. The seller cannot neg- 
lect the opinions of those who 
control the purse-strings. 


@ Forrest U. Webster, sales and 
advertising consultant, Detroit, 
said that the survey is a study 
of buying and not of selling, but 
that the influence of advertising 
on the kind of products purchased 
is quite evident. 

George Callos, executive vice- 
president of Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, 
said that the vital point of the 
study is the fact that old customers 
tend to be repeat buyers. Thus 
the problem of the industrial mar- 
keter is to win new customers, 
and he urged that sales managers 
devote more effort to developing 
new accounts. 

Missionary work spent in selling 
new business, Mr. Callos said, 
should be highly profitable, largely 
justifying the use of advertising 
for this purpose. The job of ad- 
vertising is to break down bar- 
riers, making the company and 
its products known, and opening 
the way for the salesman. 

The research project was han- 
dled for NIAA by Davee, Koehn- 
lein & Keating, Chicago. Ken Davee 
appeared on the convention panel 
and explained the technical phases 
of the study, including the method 
of selecting the sample. Only com- 
panies with 500 employes or more 
were included, and the sample 
otherwise was an accurate cross- 
section of American industry. 


Walker Promotes Revit 


Raymond Revit has been pro- 
moted to eastern divisional mana- 
ger of Hiram Walker, Inc., with 
offices in New York. Formerly he 
was district manager for the com- 
pany in New Jersey. He will now 
have under his direction: Massa- 
chusetts, Connecticut, Rhode Is- 
land, northern New York, Dela- 
ware, Maryland, and the District 
of Columbia. 
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FitzGerald Named by Two 


FitzGerald, Inc., Providence, R. 
I., has been appointed to direct 
the advertising of G. H. Walker 
& Co., Providence investment com- 
pany, using newspapers and direct 
mail. This agency also has been 
named to handle the publicity of 
Rocky Point Park, Warwick, R. 
I. The latter account is being han- 
dled by Norma Sherburne, who 
comes to the agency from Rheem 
Mfg. Co., New York, where she 
handled publicity. Advertising for 
Rocky Point Park continues to be 
handled by Arthur Braitsch 
Agency, Providence. 


Opens Watchband Campaign 


G. M. Ellesson Co., Chicago, is 
launching a four-month drive for 


its stretchable, ribbon steel 
watchbands, with copy in The 
Saturday Evening Post, a _ full- 


page ad in Journal of the Ameri- 
can Medical Association, a color 
spread in Drug Topics, and a di- 
rect mail follow-up, through C. 
C. Fogarty Co., Chicago. 


AD- 
FRUSTRATION 


How to Avoid It. 


Distance is the frustrating en- 
emy of Buying Impulse created 
by your copy. 


89% of St. Petersburg Times 
readers, representing 93.8% of 
this market’s potential buying 
power, live not more than 20 
minutes removed from any out- 
let of the national advertiser. 


There is no ad-frustration in 
America’s newest 100,000 mar- 
ket... prosperous, still growing 
fast! Consistent advertising in 
the TIMES will build your sales. 


ST. PETERSBURG © FLORIDA 
Daily TIMES Sunday 


Represented by 


Theis & Simpson Co., Inc. 


New York Detroit Atlanta Chicago 
~ & r, Jr. in Jacksonville, Fla. 


will come up again in the fall 


expensive, but recognizably 


satisfactorily next season. 


! 


Teleradio Mans Corner 


The summer vacation is well begun in television and some 
of the internal trade problems have been forgotten mo- 
mentarily. But you may count it certain that these issues 


issue of television program cost accounting. 


Conscientious advertising agency executives cannot en- 
dorse vague lump-sum charges, which were typical in 1948- 
49. This sort of thing jeopardizes client confidence. There 
were too many instances of television programs going “mys- 
teriously” over their budgets by thousands of dollars. 


Some of the television production costs are fairly easy to 
understand. For example, camera crews at $250 an hour are 


new medium. It’s in the design and construction and han- 
dling of scenery, costumes, furniture and so on that un- 
pleasant surprises lurk. Jurisdictional strife among the in- 
volved unions is also terrifying in its possible atidition to ad- 
vertising costs. Already there has been a repetition in video 
of the same sort of caprice-by-stage-manager which has 
been notorious in the professional theater. 


Fairly or not, it is widely suspected among admen that 
networks and stations have been liquidating some of their 
own deficits by adding hidden plusages to production, rental, 
material, artistic and cartage items. 


Admittedly there are no pat answers to the complexities 
of television production economics, but this is positive at the 
end of video’s first “big’’ season: Agencies are dissatisfied 
and nervous about okaying, in the client’s name, bills they 
did not anticipate and do not understand. 


TV broadcasters will be on the spot to explain things more 


ahd most of all, we predict, the 


part of the overhead of the 


Gallup’s New Gismo: 
It Cuts Callbacks, 
Forecasts At-Homes 


New YorkK—New facts on “at- 
home-ness,” as Dr. George Gallup 
euphoniously calls the quality 
which his newest gimmick mea- 
sures, were reported last week, as 
the Institute of Public Opinion 
revealed experiments with a new 
sampling system called “time- 
place.” 

The procedure is an effort to 
make probability sampling more 
practicable for public opinion and 
commercial use by increasing its 
efficiency in reaching selected per- 
sons. 

The study was aimed at dis- 
covering what types of persons 
are at home and available for in- 
terviewing at any given period of 


the day, and day of week, in com- 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings we 


207 North Michigan, Chicago 
FRanklin 2-5854 


munities of various sizes. 

Households are selected in time- 
place sampling as in area sam- 
pling, but the idea is to streamline 
interviewing to fit time schedules 
or habits of a maximum number 
of persons by sections of the coun- 
try, socio-economic level, age 
groups, city size, etc. The object 
is to reduce the time and mon- 
ey-consuming callbacks necessary 
in area sampling. 


# Gallup’s organization cited this 
schedule for Monday, in cities over 
100,000 in population: 


At Home 
Men Women 
8-12 a.m. 20% 54% 
12-5 p.m. 12% 35% 
5-7 p.m. 42% 66% 
7-11 p.m. 51% 62% 


From data of this type, the in- 
stitute has decided most inter- 
viewing should start in the late 
afternoon. 

Time-place sampling will be 
studied in operation before being 
placed in effect nationally, and 
Gallup’s group will continue its 
regular quota. sampling. Time- 
place is held to give researchers 
new data in addition to census- 
type material, like facts about liv- 
ing habits, health, diet, recreation 
and family economics. 

The institute’s release said that 
probability sampling has still to 
be proved in forecasting elections, 
as it does not help in finding 
out “who will vote and who will 
not vote in elections.” 


Industrial Admen Elect 


Sheldon F. Johnson, sales pro- 
motion manager of the Middle 
Atlantic district of Westinghouse 
Electric Corp., has been elected 
president of the Eastern Industrial 
Advertisers, Philadelphia chapter 
of the National Industrial Adver- 
tisers Association. J. Whitford 
Dolson, industrial advertising man- 
ager of Hercules Powder Co., has 
been named vice-president and 
George T. Long, advertising man- 
ager of C. H. Wheeler Mfg. Co., 
has been named secretary. Ernest 
G. Monigle, with C. H. Wheeler 
Mfg. Co., has been reelected treas- 
urer. 


Schuster Joins Compton 


Fred W. Schuster, previously 
with Griswold-Eshleman Co., Cle- 
veland, has joined the account 
group of Compton Advertising, 
New York. Formerly he was with 
Lever Bros. Co. in Pittsburgh and 


Swift & Co., Chicago. 


Publishers Honor 
Keeney on 50 Years 
in the Business 


Cuicaco—Frank P. Keeney, 
president, Keeney Publishing Co., 
was presented with a scroll honor- 
ing his 50 years in the business 
publishing industry, in a surprise 
ceremony at the meeting of the 
Chicago Business Papers Associa- 
tion Monday. 

Mr. Keeney started in the field 
in 1899, bicycling throughout the 
country selling subscriptions for 
Domestic Engineering, then owned 
by a printing firm. In 1916 he and 
two associates bought the com- 
pany, and subsequently Mr. Keen- 
ey left to found his present com- 
pany, which publishes Heating, 
Piping and Air Conditioning and 
American Artisan. 

The association elected new of- 
ficers at the meeting, as follows: 

President, Walter Painter, Tech- 
nical Publishing Co.; vice-pres- 
ident, Richard Trenkmann, Stand- 
ard Rate & Data Service; treasurer, 
Emil Stanley, Traffic Service 
Corp.; secretary, John H. Rear- 
don. Directors elected were Scott 
Dowd, Paper Industry and Paper 
World, retiring president; Herbert 
Vance, Vance Publishing Co., and 
Frank A. Lederle, Haire Publish- 
ing Co. 


a Walther Buchen, president, The 
Buchen Co., told the meeting that 
the present business situation rep- 
resents a psychological lag in 
which we refuse to act promptly 
on the basis of what we know. 
Reviewing the general business 
situation, Mr. Buchen indicated 
that in his opinion the economy is 
going through what might be 


HONORED FOR 50 YEARS—F. P. Keeney (center) president of Keeney Publishing 
Co., was presented with a surprise testimonial honoring his 50 years in the business 
publishing field June 13, at a meeting of the Chicago Business Papers Association. 
Kingsley Rice, president, Technical Publishing Co., is making the presentation, while 


Walther Buchen, president, Buchen Co., the speaker at the meeting, looks on. 
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termed an “incisive readjustment, 
with the. likelihood that activit 
may decline 10 to 15% before 
leveling off occurs. 

More and better salesmanshi 
is the need of the hour, Mr. Buche 
said. He added that he does n 
believe that competitive sellin 
has lost its edge, and that sal 
forces have not lost their potenc 
in this respect. With regard t 
creative selling, in which the at 
tempt is to create new busines 
rather than to retain present bu 
iness or divert existing orde 
from a competitor, he said, muc 
remains to be done to bring sellin 
to the level it had reached in th 
late ’30s. 


Yugoslavia Sets Ad Drive 


In connection with the Canadia 
International Trade Fair at Toron 
to, the Yugoslavia Chamber 
Commerce is planning an advertis 
ing campaign designed to foste 
trade with Canada and othe 
western nations. The kick-off ad 
will be a full page in a Canadiay 
financial paper, with subsequen 
600-line insertions set for Toron 
to and Montreal dailies. Wals! 
Advertising Co., Toronto, has th 
account. 


Appoints Frankel Agency 

Jones Frankel Co., Chicago, ha 
been named to handle the adver 
tising of Enterprise Heat & Powe 
Co., Chicago, midwest distributo 
of the Gemco packaged air condi 
tioner. 


QUALITY...SPEED...ECONOMY 
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2435 North Sheffield Ave Chicago 14, Wt 
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rural New England. This local 


rich farm market. 


EXCLUSIVE SERVICE PAYS 
DIVIDENDS TO ADVERTISERS 


Year after year, the New England Homestead renders an exclusiv: 
service to New England farm families. The Homestead devotes i! 
entire news and editorial space to New England 
farm projects and New England farm families. 
Time after time, the Homestead has demon- 
strated that it has won the confidence and loyalty 
of its tens of thousands of readers throughout 


profitable asset to advertisers seeking to sell this 


influence is a 


iin Fi 


Com 
Deal 
Clair 


“HICAG 
hich P 


s “sillir 


ceral i 
rp. pr 
ates, re 
Barne 
Che in 
strict ¢ 


ounts a; 
bromotin 
r auto ° 
ctual 
wenty-f 


n 


ail frau 
tions c 
w, and 


xecutive 


aud. 
The in 


efendan 


) 


i 


1 


ral 
ucker C 


ising ar 


deceiv 


ucker’s 


ctims, i 
pub 


stribute 


bffered f: 
bostwar | 


arket ; 


or use ir 


The d 


bf diverti 
benefit fu 


r 


n 


e 
€ 


1 


r 


cts, 
brand jur 


ime 
Briggs M 
ian, forn 
ales mar 


om the 


ories an 


& paym 


ind expe 


lves, cl 
srimenté 
“anc 


Named 


red Roc} 


ce-presi 


ompany, 
he Plym« 
Robert Pi 


easurer 
a 


oe i Wied ee ee Pra “ % sl i eee fan: 5 Dh it SE A ines eT Stee dee oe ae een rs ae 4 "eee eel aed é 
ee iiss ae ar Ae cee ie Sy ve “= * Sai died Picati Sf Es FO eat gta ie Gr ee ey > Sata sity | Re bam 
: ee Pa oe eel ea ee of ae re a : eee Te oe PO AT li ul eo em ss ees ee Pe ee oe ee Pipe Beat Wisse 
a ere Gee > ee oy Sella : Desa Men Se i iii IS at " A We ee Nees ae a ea ie he ated gee ees ‘ Eee Te ey ee caps age Fg SAT ie 
Bi aap se = falda MI a ee i Ee hy en et ee % . ) Se Lae EE a sii a ee a Pe ee rh, ae Po teed Pi cat. ge Wty ar Oe On aes 
. ee oe ey: ee ee ee eee ah Ee, Oi see te pa sy Soe a Bee! en eee ee MRI ie Neneh eee AO ok ee ee ee igs 
Nite 5 oa pees S|, cM ne Re ee se ee ee ey ee a OO ee ee ee ee ee aaa eas oe out bit ey ore 
: = a 
. ied ee oat - era, . bes r - | 
ae 7 eg iY hes: | # ia 4 uc 
" + “4 “ _ 
| ae Y i m i 
i 7 4% . . 
| >. > re 5 4 
- | — 5 a aa 
‘ 
F 
P i ‘ Steg a ng: } 
| oo Oe 
ay eee : 4 <, ee, 
| q = +. 
: | - ty a ti = i 
a, oe : el pa 
% °] = ‘ iy ee & Pa pei ™ . 3 B e 
a oo ee ae —— 
pe ee 3 . = if tad 3 3 - ae 
4 : Sede Vea ere ae eta a Pe 
F : eaunee No Ra die ee re a 
P| ee 64 ee hee at eo oo f - 
ssssssSC(Ci‘(‘ia?!OCCC‘( (‘(;CC*”r _ alii. Ss 
; - ance a | 
9 . ; fs i q py ate 3 Je 
| a) —— Ag 
— * * “Sypikam = - a a 2 
ven dee re: Se les | Bec i 
. : oo oe ae a Cage Se a ee 2 
t 4 Pee oe ee i i 
| oes eaememenie ee ee 
, a 
Fo a — 
r 7 
a | 
| — 
fo 
| 
| oe — 
| 
PO 
—  giilen eas tated rey aaamaaes | ee 
pero 
€ - | s 
rie Whe 7 icy lg Atty ] 
ao Fag, A ON i 
| | 
aa < - | 
i 
ee ma 
| li 
} 
| | | 
‘ 
Ww 
| 
{ 
| | 
| 7 
ee . , 
sh at a a 
ten Asi a r oo 
pie ajiee ~ 
| ad = = 422 WW. 
Beta ak oar oo Wy es a ee PHOR 
: 1 a oe ees See ee? se d = OTL rae ieee anne 
Kua. yeep ree é Te COT ee ew ee rene tate 
eeeeeeeveeeeeeeeeeeeeeee ®@ SPRINGFIELD (3), MASS. — 
~ i , - a ¥ . ‘ f . ‘ 
CE Wie, Me cs * ni Beka a ? or ‘ ee ty . af tk Sie ante : i - : 6 oF a By 4 Be Oy 3 er. 2 % Lis ‘ eae ne Te E ay _. i Ls bong . a eee 
ae a - Bae Seeks ea eee, ee ba eee En ARS Cad Bee ee Oy ca om ak pet Sen ee age See Ia et ne ek RR Ole PPAR Cen or pe Seer ren ta <i seh Wy te oh ee ote ae or ae “as Se) y é 7 7 i al oe pe ep aight aris f, z rae 4 F i 
SORT a pncate a nae ee OR Raa ae ae Oh Nate et eR ne re ni PN Ae EN eS SAMA OR aay Ry A 
aia DLE TENE Ee Ca OREN ADEN RO te PLS ERNE Tt TS DY Eee EIN NS Tce ee SE 
4 % aS 2 He pe} wy PR ee AE GSE Hn Fe 


10, gqmc vertising Age, June 20, 1949 


| [ucker Ad Copy 
Sif igures Heavily 
n Fraud Charge 


Company Misled Public, 
Dealers, Grand Jury 
Claims in Indictment 


‘HICAGO—Mail fraud charges 
hich Preston T. Tucker brands 
s “silliness” bulk large in the 

Several indictment of the Tucker 
orp. president and seven asso- 
iates, returned before Judge John 

Barnes here June 10. 

The indictment, filed in U. S. 
istrict court, lists a total of 31 
ounts against the defendants in 
promoting the rear-engined Tuck- 
r auto which never reached the 
ctual mass production stage. 
wenty-five of the counts involve 
ail fraud, five others charge vio- 

on. ations of the federal securities 
aw, and one accuses the Tucker 
xecutives of conspiracy to de- 
aud. 

The indictment charges that the 
efendants used “extensive adver- 
ising and publicity campaigns” 
) deceive the intended victims of 
ucker’s promotional plans. The 
ictims, it adds, included the gen- 
ral public, which was offered 
ucker Corp. common stock, and 
istributors and dealers who were 
ffered franchises for sale of the 
bostwar cars and were asked to 
arket accessories and luggage 
or use in the promised machines. 


—_ 


lishing 
usiness 
tiation. 
, while 


ment, 
ictivit 
‘fore 


anshi 
3uche 
es nc 
sellin 
t sal 
otenc 
ard t 
the at 
usines 
it bu 
orde 
, muc 
selling® The defendants were accused 
in thf diverting to their own use and 

benefit funds which were realized 

rom the sale of franchises, acces- 
e ories and common stock, includ- 
nadiagng payments of excessive salaries 
ind expense accounts to them- 
elves, creation of fictitious ex- 
‘Herimental and development proj- 
‘ects, “and by other means to the 
trrand jury at this time unknown.” 
Named with Mr. Tucker were: 
red Rockelman, former executive 
ice-president and a director of the 
ompany, who at one time headed 
he Plymouth division of Chrysler; 
Robert Pierce, former director and 
reasurer of Tucker, and at one 


nadial 
equen 
Toron 
Walsh 
as th 


y ime a secretary-treasurer of 
so, hagBriggs Mfg. Co.; Mitchell W. Du- 
advergian, former director and general 
PoweBales manager; Otis Radford, for- 
ributo 
condi 
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mer and 


director, 
treasurer; Cliff Knoble, former ad- 
vertising director; Floyd D. Cerf, 


comptroller 


who underwrote Tucker’s stock 
issue and had served as a director, 
and Harold A. Karsten, former 
Minneapolis lawyer. 

The 31-count indictment was re- 
turned by a federal grand jury 
which had spent 12 weeks invest- 
igating the tangled affairs of the 
Tucker concern, delving into more 
than 20 tons of company records 
and hearing almost 100 witnesses. 
Its indictment, detailing the de- 
fendants’ overt acts which led to 
the formal charges, as well as 
listing mail dispatched to distribu- 
tors, dealers and prospective buy- 
ers of Tucker stock, filled a 38- 
page report. 


@ As part of the promotional 
scheme, the indictment charges, the 
defendants made “numerous false 
and fraudulent statements, rep- 
resentations and promises through 
national newspaper, magazine and 
radio advertising, sales brochures, 
reports and letters to the deal- 
ers, distributors and stockholders 
of Tucker Corp., in speeches and 
statements, and through other me- 
dia,” 

The grand jury claimed that 
Tucker’s treasury dropped from a 
high of $28,000,000 to a cash bal- 
ance of only $130,000 at the end 
of 1948. Of the total, it said, ap- 
proximately $10,000,000 went for 
administrative and engineering ex- 
penses, while more than $4,000,- 
000 went to officers, directors and 
company promoters, including 
about $2,500,000 paid to the Floyd 
D. Cerf Co., which handled issu- 
ance of the common stock. 

Tucker raised nearly $17,500,000 
through its stock sale, enabling it 
to clinch the huge Dodge-Chicago 
wartime plant, for whose facilities 
it had to show the War Assets Ad- 
ministration proof of uarestricted 
cash exceeding $15,000,000. Dis- 
tributor and dealer franchises 
brought in an additional $8,000,- 
000. The sale of accessories added 
$3,237,000, the grand jury said. 


ws To sell the accessories and lug- 
gage, it added, the defendants 
fraudulently promised that mass 
production of the Tucker was im- 
minent and that black market sales 
of the car would be eliminated by 
assignment of sequence numbers 
to purchasers of these accessories 
and luggage. 

The accessory sales plan figured 
in a court action started last Sep- 
tember by Mr. Knoble after he re- 
signed his post as advertising di- 
rector. Mr. Knoble, one-time di- 
rector of advertising and promo- 
tion for Chrysler Corp., said he 
was employed in December, 1947, 
at an annual salary of $17,000, but 
that he had not been paid a prom- 
ised bonus of $3,600 when he 
started work; had not been paid 
the 0.5% commission due him on 
sales of accessories by the Tucker 
dealers, a plan which he origina- 
ted; and had not received his sal- 
ary for the past three months. 

In his suit, which is still pend- 
ing, he charged that Tucker exec- 
utives gradually decreased his au- 
thority on the job, and sent out 
communications to dealers which 
were misleading and did not carry 
his approval. After he submitted 
his resignation last Aug. 5, under 


/|}a contract providing for severance 


after 90 days’ notification by either 
party, Tucker officials were said 
to have fired his secretary and 


'|threatened to remove his office 


turniture. Mr. Knoble walked out, 
in favor of a restful fishing trip. 


a The indictment details a list of 
representations and 
promises of the defendants in their 
promotional activities which runs 
from “a” to “z’ and extends on 
through “dd.” These start with a 
lengthy list of the features to be 
embodied in the prospective Tuck- 
er Torpedo, announced in July, 


1946, and include such claims as 
these: 

“That as of January, 1946, the 
Tucker automobile was the first 
super, super automobile job to get 
off the drawing board into a pro- 
duction stage and was being put 
together at Detroit and would be 
in mass production within less than 
a year; 

“That in the early part of 1947, 
the Tucker '48 (the name adopted 
when Tucker started its first large- 
scale newspaper campaign in 
March, 1947) was here; that pilot 
models were then being completed 
with production to start in the fall 
and not later than the end of 1947; 
and that in a matter of months the 
Tucker °48 would be on the high- 
ways; 

“That as of August, 1947, the 
Tucker car was a reality; 


ws “That successful completion of 
the Tucker stock sale in Septem- 
ber, 1947, had removed the last 
barrier for getting down to work 
to get automobiles in production; 

“That as of January, 1948, the 
Tucker Corp. was on the threshold 
of mass production; 

“That as of mid-1948 every im- 
portant development announced 
for the Tucker automobile had 
been frozen for production of the 
first series; that permanent dies 
were finished and the engine was 
in production right now; and that 
the company was on the verge of 
mass production.” 

The company, said the grand 
jury, issued false information by 
means of letters, news releases, 
periodicals, bulletins and newspa- 
per and radio advertising, and ex- 
hibited publicly automobiles which 
“did not contain most of the more 
important features which it had 
been represented the Tucker auto- 
mobile would possess.” The cars 
could not perform “as had been 
widely advertised and represen- 
ted,” the jury charged. 

Tucker made its first bid for 
dealers with newspaper advertise- 
ments in mid-August, 1946, 
through Henry A. Loudon Adver- 
tising, New York, which said that 
the one-time shot brought such 
“phenomenal returns” that the 
copy would not be re-run immedi- 
ately, as planned. In October, Rus- 
sell, Tripp & Neuwerth, Chicago, 
was retained as public relations 
counsel for the company. 


ws The Chicago office of Roy S. 
Durstine, Inc., was appointed the 
Tucker agency in February, 1947, 
and the following month the com- 
pany broke its first big campaign 
with 120-line teaser ads and seven- 
column copy in about 35 newspa- 
pers of 22 cities. In October, Tuck- 
er used a full-page “Report of 
Progress” ad in 72 newspapers in 
38 major cities to announce that 
25 pilot cars were going through 
the assembly lines and would be 
ready for road tests Dec. 15. By 


late spring, Tucker promised, 1,000 
Tuckers a day would be the man- 
ufacturing rate. 

The company started magazine 
advertising in November, also re- 
porting on progress, and in March 
it announced that Mr. Tucker him- 
self would read the commercials 
over a new ABC show featuring 
newsman John B. Kennedy in a 
weekly discussion of major con- 
troversial issues. The listener 
writing the best 50-word letter on 
either side of the question was 
promised a Tucker °48. 


ws Answering the indictment, Mr. 
Tucker said that “the only crime 
I have committed is starting a new 
business.”’ He had charged earlier, 
during the squabble over the 
Dodge-Chicago plant, that “some- 
one” was trying to put him out 
of the automobile business. The 
corporation is not bankrupt, he in- 
sisted, since it has $14,000,000 in 
assets and debts of only $1,600,000. 
True value of the assets, he added, 
“is not readily realizable.” 
Tucker has employed no adver- 
tising in recent months, and is 
now in the involved process of re- 
organization under the federal 
bankruptcy law. Its plant was 
shut down Jan. 6, under court 
order, except for maintenance. 
The Durstine agency has not 
resigned the Tucker account, El- 
lis Travers, vice-president and 
manager of the Chicago office, told 


ADVERTISING AGE.. It considered 
that formal step unnecessary, he 
explained, since the account has 
been inactive for months. 


Kaiser-Frazer Appoints 
Durkee Ad Director 


Burton Durkee has been ap- 


pointed advertising director of 
Kaiser-Frazer Corp., Willow Run, 
Mich. He suc- 

ceeds Henry M. ats —~ 
Swartwood, _ re- 


tiring from that 
position because 
of ill health, but 
continuing with 
K-F in an ad- 
visory capacity. 
Mr. Durkee was 
formerly account 
executive and 
vice-president of 
Morris F. Swan- 
ey, Inc., Detroit 
agency, which handled the K-F 
account until recently (AA, April 
4). The account is now handled 
by William H. Weintraub & Co. 

Mr. Durkee first became asso- 
ciated with the Kaiser interests 
as a vice-president and account ex- 
ecutive of Botsford, Constantine 
& Gardner, San Francisco. 


Burton Durkee 


Initiates Airborne Edition 


Il Progresso Italo Americano, 
New York Italian language news- 
paper, inaugurated an airmail edi- 
tion of its publication June 6 to 
service the San Francisco area 
with the publication on the same 
day it is published. 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks K XOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watt« 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 


INDUSTRIAL MARKET DATA BOOK 


100 E. Ohio St., Chicago, ui. 


330 W. 42nd St., New York 18 
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Going deeper than income or occupation, a recent survey indicates—among other things— 
how action is influenced by authoritative medical articles. 


.\ 


e medical discoveries more interesting 


to men 


Impartial nation-wide survey shows adver- 
tisers how powerfully the reader is influenced 
by health articles in The American Weekly 


@ It’s ‘““Mother” who first sees the cuts and 
scratches—who watches for symptoms which 
might need a doctor’s care. 

But what about ‘“Dad’’? Is his concern an im- 
portant factor? 

Thousands of answers to questions about articles 
on health—asked under direction of an impartial, 
unpaid committee in homes where The American 
Weekly is read — give revealing information. 

And once more, the responses of readers confirm 
The American Weekly’s editorial belief in the val- 
idity and vitality of certain basic human interests 
—among which health is high. 


Interest and confidence leads to action! 


Among the male heads of homes, an amazing 76.3% 
had read medical articles in The American Weekly. 
But women, as you may have guessed, scored 81.7%! 
Were the articles interesting? 97.7°% of those who 


these 

research authorities 
directed 

the survey 

without compensation... 


VERGIL D. REED, Ph.D. 
Economist, Associate 
Director of Research, 

J. Walter Thompson Co. 


Sor hg Sree aks ee 


read them said “‘Yes.’’ 93.4% found them helpful — 
while 29.4% recalled that health problems in their 
own homes, or among friends, had been covered in the 
articles. 8.4%, a huge number when projected against 
the 9,410,561 A. B. C. circulation of The American 
Weekly, had talked about the articles with their 
doctors. That’s confidence—leading to action! 


What does this mean to manufacturers 
and distributors of food products, 
soaps —or automobiles ? 


Once again, this impartial survey shows how power- 
fully the editorial content of The American Weekly 
wins the attention and confidence of millions—with 
basic human interests: from love, romance, mystery 
and tragedy, through science, history, health, religion. 


Upon the faith and interest this creates, the editors 
have shaped a magazine with the largest audited 
circulation in the world—9,410,561 A. B. C.! 


Thus, in The American Weekly, national advertisers 
and their agencies can reach an audience known for 
its active, energized reading habit—an audience so 
large that it, by itself, can sway the nation’s major 
markets. Also of extraordinary importance is the fact 


FRANKLIN R.CAWL, Ph.D. 
Director of Marketing 
and Research. 
Kudner Agency, Inc. 


D. E. ROBINSON 
Vice-President 
in Charge of Research, 
C. J. LaRoche & Co., Inc. 


Or wormen. : ? 


that this audience is reached at the lowest cost, as 


shown below: Latest 


audited 


The American Weekly . 9,410,561 
[| rrr.” 3 —h, 
Saturday Evening Post . 3,923,606 
Collier’s ......... 2,899,175 
Eee ecsacedes-o + eee 


Cost per color 


page per thou- 
circulation sand circulation 


$2.36 
4.50 
4.08 
3.88 
4.12 


authorities. 
A.W. 

household 

Average income. .... . . $3280 

Number of children ....... 1.3 
School years completed 

by male head of house . «4594 

Number infamily........ 3.2 


Ownership of home 55.3 
Use electricity 98.9 
Private tub or chower 85.2 
Mechanical refrigeration . 81.3 


What is an average American Weekly household ?* 


M\ *All figures are taken from the impartial 
probability survey of 9672 households in 
every part of the U. S., which was con- 
ducted by Alfred Politz Research, Inc., 

and directed without compensation by 
a group of the nation’s leading research 


non-A. W 
household 


$2770 
1.2 


Copies available upon request on business stationery. 
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